











BOOT and SHOE RECORDER 


With which is combined The Shoe Retailer 





Copyright by the Boot and Shoe Recorder Publishing Co. 


VOLUME 102 NUMBER 25 














RATS 


“se RA PEN 





FEBRUARY 25, 1933 


IN THIS ISSUE 


Voice of the Trade ...........+ Observations and Comment .... 11 
Is America to Be a Cheap Nation? By Everit B. Terhune .......... 14 
A Sport Shoe Year............. Launching a National Boot and 
Shoe Recorder Promotion .... 15 
A New Stock Set-Up ...........- On Men’s Sports Shoes ........ 16 
Every Store, Everywhere, Get Ready For National Push on Men’s 
Sports Shoes ............e000% 18 
Design for Selling ............ By Ruth Harrington ........... 20 
The Shoe Store Calendar ........ Concrete Selling Ideas for March. 24 
The Editor’s Outlook .......... By Arthur D. Anderson ........ 28 
To End Your Sale ............- Bargain Bill Has a Big Idea.... 30 
Cash or the Customer? ........ By M. A. Mittelman ........... 32 
Now Comes Smart Style in Polish. An Idea That Multiplied Sales .. 36 
Put Interest in Shoe Windows ... And Get Customer Attention .... 38 
O. P. I. (Other People’s Ideas)... By Harry R. Terhune .......... 40 
Slide NEWS 6 6.66 ccc ces cciens About People and the Trade .... 49 
On the Selling End....... are ata News of the Shoe Travelers... 62 











Published by BOOT anp SHOE RECORDER PUBLISHING CO. 
239 West 39rm Srreet, New York City 


EVERIT B. THRHUNE, President Bdstoriat Staff 
WILLIAM M. LEBREOHT, Vice-President ené Treasurer ARTHUR D. ANDERSON, Béitor 
Vice-Presidents 
H. WALTER SCOTT, BERNARD 0. BOWEN, CHARLDS H. FURBER RAYMOND L. FITZGBRALD, Managing Bditor 
ARTHUR D. ANDERSON, Scoretary HARRY R. TERHUNE, Field Bditor 
Directors 
In addition to the above-named officers Associate Mditors 
A. C. PEARSON, HUGH M. BOWEN, L. F. DUTTON, B. L. SEWARD § ‘OWEN A. THOMAS FRED A. GANNON GEORGE E. GAYOU 
. 
Branch Offices: 
Sr. Louis Boston PHILADBLPHIA 
367 West Adams Bt. 1637 Locust St. 140 Federal 8t. N. W. Comer 56th and Chestnut sts. 
Randolph 9481 ; 
ROCHESTER INOINNATI 
512 Exchange Place Bide. 714 Sycamore St. Telephone Parkway 6648 


SUBSCRIPTION RATES 
subseription Boor aNp SHOm RecorpmR is $3.00 for one year. which includes postage in the United States and its possessions. 
= + nanan . ROME wax in Canada, $2.60 extra. 
FOREIGN SUBSCRIPTIONS—The price to all foreign countries except the above is $10.00 ver year including postage. 
All subscriptions are payable in advance. Single copies 25 cents. 






























BooT AND SHOE RECORDER 
combining THE SHOE RETAILER, Feb. 25, 1933 


c OLONIAL gle 
Ct pie 

iw one of 

BANCROFT WALKER'S desl shoew 


Parent. 









































THE SorrENTO—a delightful shoe with punched-through perforations 











Yes, in colors too! The rich blue so deftly used in this Foot Delight 


pattern is one of many authentic shades. Some of the most notable 





ore Ny 4, shoes of the year are made of Colonial Colored Patent in “all- 





over-patterns’’. Others achieve striking effects with Colonial Patent 


in combination or contrast with other leathers. It is significant that 


a 4 
“TeX Bancroft Walker Company shows such confidence in this trend that 
Your manufacturers will be glad to 
have you specify Covontax for all the shoe illustrated is stocked in a full range of sizes in their highly 
your patent leather shoes. They know 
how well it “‘works”—how endur- successful in-stock department. 


ing and thoroughly satisfactory it is. 


COLONIAL PATENT 


COLONIAL TANNING COMPANY OF. BOSTON 


When writing advertisers please mention Boot and Shoe Recorder 
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The VOICE of the TRADE 


dé A 

ttend the inauguration 
in Washington on March 4th” is 
the text on a little sticker that 
every shoe merchant in Washing- 
ton, D. C., is attaching to his 
letters. One quarter of a million 
people are expected to attend the 
inauguration. The stimulus to 
blue is the outcome of news re- 
ports that Mrs. F. D. Roosevelt is 
wearing an “Eleanor Blue” cos- 
tume, with blue shoes to match. 





Washington merchants look be 
better business because of the 
emphasis on social events already 
placed by the Roosevelt family. 
Celebrations of the first day are 
but the beginning of the return to 
pomp, ceremony and social life. 


* * * 


The Allied Kid Company, 


reports a net profit, after all 
expenses — including taxes — of 
$445,687. This is a tremendous 
improvement over 1931, when the 
company reported a deficit, after 
charges, of $408,473. 

- Financial position was strong at 
the year-end, with current assets 
of $3,425,818, being 22 times the 
current liabilities of $153,331. 

' President Agoos said, in part, 
to the stockholders : 


"We have been able to. reduce our 
operating costs substantially and at 





the same time to improve our leathers 
further, so that they enjoy increasing 
favor among our customers. As a re- 
sult, the number of units sold during 
1932 increased almost 10% over 1931.” 


The Allied Kid Company made 
a remarkable showing for a de- 
pression year. Stockholders got 
their dividends. What’s more, the 
employees were recently given a 
bonus amounting to more than 
$15,000. 


eS 


sti Beebe 


was reelected president of the Bos- 
ton Leather Trade Benevolent So- 
ciety at its recent annual meeting. 
William M. Bullivant, E. T. Cady 
and W. Fred Lesh were reelected 
vice-presidents and Maxwell J. 
Lowery, treasurer; F. W. Ander- 
son, secretary. This society has 
been quietly carrying on charities 
since 1915, when it was founded 
by the late Elisha W. Cobb. 


* * * 


Spats for women 
are first shown by Chas. A. Stev- 
ens & Bros., State Street, Chicago. 





Wearing mannish spring suits 
leads to a new spat for women—a 
diminutive affair just ankle high— 
not worn for warmth but for 
smart, tailored effect with suits and 
ensembles. The Stevens _ store 
calls them “Jack Spatt, a new Lon- 





don fashion”; and they come in 
two shades, beige and gray at $2 
a pair. The first order sold so 
quickly that a repeat order was 
rushed to the factory in New 
York. 


* * 


Fw quarters 
of a century of progress is the 
proud record of A. F. Gallun & 
Sons, calfskin tanners of Milwau- 
kee, which this year celebrates the 
75th anniversary of its founding. 
The business was started in 1858 
by August F. Gallun, who came to 
this country from Germany at the 





age of eighteen. He had served 
his apprenticeship as a tanner in 
Germany and after working in 
various cities in this country for 
several years, he finally established 
himself permanently in Milwaukee. 

The business progressed steadily 
and by 1912, when August F. Gal- 
lun died, it had grown to large 
proportions. Thereafter the re- 
sponsibility of management was 
assumed by the two sons of the 
founder, Albert F. and Arthur H. 
Gallun, under whose guidance the 
company experienced further 
growth and progress. The business 
is now under the charge of the 
third generation of the family, 
Edwin A. Gallun and Albert F. 
Gallun, Jr. 

One unique feature of this busi- 


ness during the last decade has 
been the continuance of production 
of vegetable tanned shoe leather. 
After the advent of the chrome 
process for tanning purposes, the 
tendency was to make leather by 
this cheaper and quicker method, 
but this organization has been able, 
by improvements in process, to 
keep the vegetable tanned leather 
abreast of the times in style char- 
acteristics, at the same time main- 
taining the inherent advantages of 
the vegetable tanned leather for 
shoe purposes. 

One of the most popular lines 
of leather developed by this com- 
pany in the vegetable tanned line 
is Norwegian calf, which has en- 
joyed continual popularity in sport 
and semi-sport shoes, because of 
its exceptional qualities of comfort 
and beauty. In addition to the 
vegetable tanned line, the company 
also produces chrome calf leathers 
in both black and colors. 


* * * 


Ski boots to rent. 
The Snow Train, which the B. & 
M. runs out of Boston to the great 
white spaces of northern New 
England, now has a store car at- 
tached to it, and this store car is 
stocked with ski boots, moccasins, 
stockings, laces, straps, leather 
jackets and so on for Winter 
sports equipment complete from 
head to foot. Even supplies of 
dressings are carried, the dress- 
ings to be used for cleaning and 
waterproofing the footwear. These 
dressings are sold at a dime a 
package, up. But the ski boots 
and moccasins may be either pur- 
chased outright or rented for the 
period of the outing. This store 
car also sells the makings, all cut, 
with the lashings, for putting to- 
gether a sport vest of leather. 

* * * 


A: Lynn, Mass., 
examinations of the recruits for 
the boys’ gymnasium class at the 
Y. M. C. A. show that one in ten 
have foot defects—the most com- 
mon defect being weak arches, The 
remedy, in so far as association 
activities are .concerned, is to 


strengthen the muscles of the legs 
and feet by exercises so that the 


arches will be restored to normal. 
If special shoes are needed, the 
boys are referred to a doctor or a 


shoe store skilled in fitting. 
* * * 


Tomeny Mansur, 
manager of the shoe department 
at the Rosenfeld Dry Goods Store, 
way off down there at Baton 
Rouge (liable to go down in his- 
tory as the home of the redoubt- 
able King Fish, and maybe 
Tommy isn’t proud of the fact). 

“The main thing in a shoe is 
fit. If it hasn’t that—why it just 
hasn’t anything. Certainly we fit 
them right and that’s why we stay 
in business,” says Tommy. He is 
on the floor all the time and has a 
big call trade to his credit. 

He says: “Well, 1933 won’t be 
any worse than the past 12 months, 
that’s sure, and then of course it 
might be better, so what’s the 


























use of worryin’—thinks Baton 
Rouge.” 
*x* * * 
NEW - 
e% 
gr 1E NTZLE SHOES 
h H, i j 
Down at Pittsfield, 


Ill., there may not be a very big 
population (somewhere around the 
3000 mark if you wish to know) 
but are the ladies style conscious? 
A. P. Kientzle who owns the 
Kientzle Shoe Store answers that 
question saying he has to keep his 
eyes open to high style in order 
to please his patrons. Or maybe it 
works the other way—Mr. Kient- 
zle’s own flair for style may have 
drawn his trade to him. Of course 
they like quality but STYLE is 
the big word. They take his word 
for it, too, and that’s where serv- 
ice comes in and he wouldn’t fool 
them even for the sake of a sale. 
It’s going to be gray, this year— 
yes, sir, and blue and of course 
white. 

This store is one of the old- 
timers—fifty-five years to be exact. 
The elder Mr. Kientzle started 
out making shoes, then there was 
the store and it’s been there ever 
since. That’s the kind of busi- 
nesses that have built up your 
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country. The answer to the ques- 
tion as to whether we have struck 
bottom yet isn’t so cheerful. Prob- 
ably not (anyway in the high 
grade shoes) thinks Pittsfield, Ill. 
Looks like we will have to begin 
at the beginning and start all over 
again. 
*x* * * 

Bounties on agricultural 
products will be proposed in the 
next Congress. Take wheat for 
example. The miller will be forced 
to pay a tax of 42c. a bushel for 
wheat in addition to the open mar- 
ket price. If the world market 
price is 30c., then when the farm- 
er comes to the miller he will col- 
lect 72c. per bushel. 

On the other hand, the Ameri- 
can consumer wants to hold to the 
five-cent loaf of bread. Some ad- 
vocates say that the tax will not 
be passed on to the public but will 
be absorbed by the distributors. 
How that miracle is to be per- 
formed is not mentioned. The gov- 
ernment may be forced to take a 
hand in reducing the present costs 
of distribution and that will in- 
volve radical changes in our eco- 
nomic system. 

The farmers, with their depend- 
ents, make up about one-third of 
the population of the country and 
they are certainly bounty-minded. 
If they get it, merchants in agri- 
cultural districts will enjoy better 
shoe business because it has been 
proven that following a depres- 
sion sundries get the first money. 

*x* * * 


E. A. Rice 
at La Crosse, Wis., (40,000 popu- 
lation) seems to thrive on panics, 
depressions, et al. Started busi- 
ness in 1920 and found a time of 
upheaval so pleasant for getting 
going that he decided that the 
present is auspicious and so re- 
cently he dissolved partnership and 
went in for himself. It’s now the 
Rice Shoe Company, with a new 
front, new fixtures and a No. 1 
location. Mr. Rice likes the shoe 
business so much that he has sold 
the idea to his son, Robert, who 
is going into business with him. 

Rice Shoe Company carries high 
grade lines and caters to a family 























Boor aND SHOB 





RECORDER 
combining THE SHOE RETAILER, Feb. 25, 1933 


trade of customers who appreciate 
quality goods and fine fitting. 
Personal contact means a lot in a 
store of this kind. 

“We want to be known as the 
“friendly store,’” says Mr. Rice. 
“‘We like our friends to drop in 
and see us and pass the time. of 
day, even if they don’t buy.” 

Oh, yes, and Mr. Rice points 
out that while he won’t go so far 
as to say that the “customer is al- 
ways right,” at any rate, they are 
very particular in this store to set- 
tle any legitimate claim, so as to 
leave no hard feelings on the part 


of the purchaser. 
* * * 











M4 
The Rambler” 
- in the Shoe and Leather Record of 
London writes: 

“T don’t fancy myself as a shoe 
retailer today, and that’s the truth. 
Just look at the shoes that are 
being given away—500,000 pairs 
of them in connection with one 
brand of gaspers alone. So many 
of our young people are now cig- 
-arette smokers, and when one can 
get a splendid looking pair of 
‘shoes, warranted comfortable (if 
they happen to fit you), for smok- 
ing 260 twopenny packets of cig- 
arettes, it seems to me that the lot 
of the shoe retailer is going to be 
hard. 

“From all I hear—I am not a 
cigarette smoker—the ordinary 
ration of the cigarette smoker who 
smokes 2d. packets is anything 
from three packets a day up- 


wards.” 
* * x 


ad 
The Shoe Industry 


of Weymouth” issued this month 
by the Weymouth Historical So- 
<iety, Weymouth, Mass.—com- 
piled by Bates Torrey, president 
of the society, is worthy of a place 
in the historical library of the in- 
dustry. 

The opening comment reads: 
“The town of Weymouth has 
always been associated with the 
making of shoes, beginning with 














the hanging of an able-bodied cob- 
bler for the crime of stealing corn 
from the Indians in 1622.” (But 
the foot note hints that they hung 
a bed-ridden weaver instead, as an 
eleventh-hour substitute for the 
able-bodied cobbler — showing a 
decided preference for the per- 
petuation of an industry so val- 
uable as shoes. ) 

The book is a running comment 
on shoemaking in the 19th cen- 
tury, with particular emphasis 
upon the machine era beginning in 
1860. In the early days of the 
19th century—‘“shoemakers went 
from house to house (and) in this 
stage of the industry the house- 
holder supplied leather obtained 
from the local tannery, the ‘find- 
ings’ and often the work-bench; 
the itinerant cobbler carried only 
his tools. . . . People would ‘date- 
up’ ahead of time, and often the 
price for his work was determined, 
though he was commonly partly 
paid in board and lodging. Gen- 
erally these journeymen ‘farmed’ 
in Spring and Summer, and cob- 
bled for the neighborhood in 
Winter.” 

It is a story of the shoe shop 
that gives us some regrets that the 
term was ever changed to “shoe 
factory.” Copies can be had irom 
the Weymouth Historical Society 
(Weymouth, Mass.) at $2 each. 
** «© 


The pen and ink 
racket mentioned in our Feb. 11 
issue brings a show of shoe hands. 
Among them is William Johnson 





Absent minded clerk: “Boots, Sir? Four aisles to the right.” 
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of Lewiston, Pa., who adds his 
warning: “Don’t sign anything 
without complete understanding 
and explanation of what you get, 
why you get it and how much it 
costs.” He adds his caution and 
we reemphasize it—“Look out for 
these free deal propositions.” 

* * * 


Walter P. Chrysler 


in a Chicago address, said: “I am 
no prophet. Maybe we _ have 
already come to the end of hard 
times and don’t realize it. How- 
ever, regardless of when the re- 
covery arrives, those who will 
make the most of good times are 
those who are making the most of 
their opportunities during this de- 


pression.” 
* * * 


Aviation seems 
to be the only depression - proof 
industry. One air transport com- 
pany alone carried a total of 89,000 
passengers—an outstanding record 
of 107 per cent more passengers 
than were transported during the 
previous year. Every air traffic 
company is in the market for big- 
ger and better ships and substan- 
tiai expenditures will be made for 
airport hangar depots, radio tele- 
phone, flying equipment and items 
of increased payroll. The United 


Air Lines alone has ordered 60 
new type ten-passenger high-speed 
transport planes. Cheaper and bet- 
ter transportation is contemplated 


for 1933. 
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To Become a CHEAP. NATION? 


Does America approve of cheap merchandise? 

Does America approve of cheap wages? 

Does America approve of a cheap standard of living? 

Pil reply for America with a loud and unequivocal NO! 

It’s true we've been off our mental balance for a couple .of years. 
It’s true we've lost all sense of economic or social perspective. 


It’s true we’ve done many, many things we'll all be heartily 
ashamed of in the years to come. 


But there isn’t a hard-thinking man or woman among us who 
doesn’t believe in a good, wholesome standard of living (with cer- 
tain luxuries, too), who will continue long to stand for some of 
the distressing and disturbing practices that are foisted upon 
us under the guise of Competitive Merchandising, or who will not 
fight to the last ditch to prevent America from becoming a cheap 
Nation. 


Let the buyer of materials pay a profit-bearing price for those 
materials. 


Let the merchant pay the manufacturer of finished products a 
profit-bearing price for those products. 


Let the consumer pay the merchant a profit-bearing price for 
whatever he buys. 


Then—wages will rise again, purchasing power will recover, unem- 
ployment will decrease and the stage will be set for a new era of 
progress and prosperity. 


“A happy dream,” you say, “but don’t make me laugh.” 


| know how you feel about it; I’m human, too. It’s so easy to 
say how a thing can be done, and oftentimes so difficult to 
accomplish that thing. 


But—we all know that economic recovery cannot come with lower 
prices, lower wages and increased unemployment. When adult 
wages of 40 cents a day are recorded, we know we are playin 
with dynamite. Bi 
Let us all pull for better prices, and then we can guarantee 
America against becoming a cheap Nation. 


Zoce 6 TEE 


President, BOOT AND SHOE RECORDER 
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The one season of the year when a man can get away 
from traditional blue, brown and grey clothes, is in 
Summer. 





The one season of the year when every part of the country 
enjoys the same measure of weather at the same time is 
in the heat of Summer. 







The one season of the year when man can swank and 
sport in the great outdoors is Summer; and in token of 
his liberation from the weights and measures of clothing 
—gives to the shoe trade its opportunity for different, for 
lighter, for spicier footwear. That season is just ahead— 
make it a sportswear year. 
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Plan a New Stock Set-Up on 


Men's 
Sport Shoes 


Types That Will Sell and Expected 

Proportions, Based on the Exper- 

lence and Expectations of a Large 
Number of Retail Shoe Stores 


Coenen stimulates business. 
All the industries that outfit man in apparel are organ- 
ized to sell and serve with different items of wearing 
apparel for man to wear this coming Summer. The 
shoe industry fortunately fits into the picture of 
change. A growing appreciation of the sport shoe 
as a change in footwear, has been evident these past 
ten years. The industry is organized to sell and serve 
the American man with the proper shoe for the 
season. 

The sport shoe is essentially an extra pair. It does 
not displace any standard shoe. Has a market already 
established and an acceptance by men the country over 
for the Summer season. Every shoe store, every- 
where, has a vital part to play in this sport shoe drive. 

But a sport shoe season is not made by words. It 
is the definite selection by merchants of definite types 
of shoes of a sports and different character, to sell at 
a time of year when acceptance is universal. We 
endeavor to indicate the basis for typical selection 
which can be increased or decreased according to the 
community, the store and the need. If a merchant 
has a carry-over of sport shoes, he must sweeten the 
lot with new and fresh shoes if he hopes to sell both 
the old and the new. 

Plan your work; then work your plan! This is the 
time to give advance study to the business that lies 


_ahead. 


In the study. of shoemaking by types, we have as- 
certained that the grand total of 16 2/3 per cent of 
the shoe business is sport shoes. Some merchants 
report as high as 90 per cent of the business in the 
month of June being on sports and white footwear. 
Others report a season’s business beginning in April 
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and ending in September, with a total in ratio to the 
year’s business of as high as 42 per cent. Many 
factories report solid months of production on sport 
shoes, with just a minimum of fill-ins on other types. 
This we do know, that sport shoe making and selling 
is a large slice of the total shoe business. Careful 
research and study shows us that one-sixth of the 
entire shoe business is on sport shoes and white foot- 
wear. Certainly this slice of trade is worth going 
after. So start your planning now. 


Evy merchant right now 
is building his stock of sport shoes for the peak sell- 
ing, which begins, the country over, with Sport Shoe 
Week, May 22 to 27, and continues on through the 
month of June. 

Here’s a typical stock set-up compiled from the 
records of several stores selling men’s shoes in the 
medium-priced field, say on an average of $5.00, 
retail. The stores are country-wide in location, so 
the figures, therefore, must be regarded as a practical 
ideal, with each individual buyer working out his own 
problem. 

It is the accepted practice with most buyers to 
check back their sales over a period of years, usually 
about five years, then to chart the trends from those 
records, taking into consideration the current fashion 
changes. During the past five years, there has been 
a steady increase in the sale of both sport shoes, all 
whites and white combinations. This survey will an- 
alyze only those three groups in the men’s shoe 
selling. 

The following tables show the percentage of sales 
for the entire Spring season of 1932—January to 
June—the percentage of sales during the months of 
May and June, 1932, and the estimated sales for the 
same period. 


Entire May & Entire 
Spring June Spring 
actual actual estimated 
sales, 1932 sales, 1932 sales, 1933 
% %  . 
Solid black ................ 56.6 40.6 57 
Solid brown ............... 25.3 19.8 23 
Sports, including golf, ete... 4.5 6.3 3 
White and white combina- 
GNOTNOE oases stove Soteeere our? 13.6 33.3 17 
100.0 100.0 100 


“Sports” include, for the most part, golf shoes with 
a sprinkling of brown, two-tones and perforated 
shoes. In the present selling, sectional styles are so 
varied that it is difficult to present a composite picture 
of them. Consideration at this time is, therefore, 
concentrated on the all-important white and the white 
combinations. 

Sales of whites have shown a steadily increasing 
strength during the past five years, regardless of the 
existing business conditions. In the price range under 
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consideration, the surprisingly increased sale of these 
shoes has been noticeable in all sections of the country. 


Entire May & End _ Estimated 


Spring Jane of 1932 sales 

actual actual stock May & 

sales sales condi- June 

1962 1932 tion 1933 
%o % 
All white .......... 27 40 31 45 
Black and white .... 50 34 38 32 
Brown and white ... 23 26 31 23 
100 100 100 100 


Stock on hand at the end of the season plays an 
important part in estimating the sales for the coming 
season’s buying plans. The combined, figures show 
that too few all-white shoes were left on hand, too 
many black and whites and too many brown and 
whites. Buying commitments for 1933 should there- 
fore be changed, as shown by the foregoing ‘“‘Esti- 
mated Sales” quota. 

A questioning of several buyers indicated a gen- 
eral tendency last year in underestimating the trend 
of the all-white shoes. Many buyers report that a 
quick covering of all-whites saved many sales during 
last June selling. 

With last year’s figures before them, plus the pres- 
ent style tendencies well in mind, a composite stock 
of sure-fire numbers which nearly every merchant 
considered as necessary is shown in the following 
charts. 


% 


Plain toe, natural soles, 
Brogue last 5.6 
Cap toe, black sole, medium 
custom last 41 
Cap toe, half brogue, black 
5.6 
19.0 
3.3 


All white leather soles sole, full toe ........... 


Wing tip, black sole, med- 
ium custom last ....... 
—e black sole, brogue 
as 


All white, rubber soles { Full brogue, red sole... 5.6 


~.: ty medium 


4.1 
Wing tip, narrow 


(wi 4.1 
Black & white, es tip, medium custom 


leather soles ... 16.0 


brogue 
ny rcucngeen 
heeeer eae 


Plain toe, “saddle, 
Moccasin ; 
custom 


Wing tip, narrow 


~~ So medium 
4.1 


3.3 


Brown & white, 


leather soles win 


Wing tip, medium . ‘brogue 


rubber sole ast 


Cr ee Se 2 eee | 


100.0 


These percentages represent anticipated purchases 
of some 600,000 pairs of shoes. The shoes themselves 
are what the consensus of opinion designate as essen- 
tial for doing business for the 1933 May and June 
selling. 


Brown & white, \ ie toe, oan, 


Total commitments. . 














Every Store, Everywhere—Get Ready 















































The marketing brains of the industry can be centered in 

retailers’ show windows in a nation-wide and simultaneous 

promotion. If every store in every town features SPORTS 

SHOES simultaneously—the result will be a man-public 
aroused to a buying impulse. 








Shoe Store 











A nation-wide cooperative drive to sell more SPORTS 
SHOES with every manufacturer working shoulder to 
shoulder with retailers. 
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, maintain volume, to increase 
volume—via the SPORTS SHOE—the essential extra pair 
of shoes, the shoe that does not replace any standard shoe, 
the shoe with the established market that will bring profits 
in a year when immediate sales are important—the BOOT 
AND SHOE RECORDER announces the launching of one 
of the best promotional efforts in its long history. 

We are asking every shoe man to get behind this major 
drive of the industry. We are undertaking to organize the 
retail shoe merchants of America to develop a timely accept- 
ance of sports shoes with equal importance of the straw hat. 

With cooperative effort and a program of promotion 
designed to develop a national consciousness we hope 
to establish a definite seasonal fixed buying habit that will, 
with speed and certainty,expand this year’s market for 
sports shoes. 

Every merchant interested in increasing his volume 
and accelerating his business during the months of May, 
June, July and early August, will want to get behind 
this cooperative movement of the industry. A complete 
plan of action will be prepared ready to use for the mer- 
chant. 

It will offer definite sports shoe window displays, with 
complete detailed description how to build them—how to 
make them attractive. More than half the retail sales 
of a shoe store are made through its windows. Concen- 
trating on this silent selling medium of sales, the pro- 
motion plan will devote a large part of its efforts in show- 
ing the merchant how to make his windows more effective 
and productive. 


Practical planning of windows— 
those that can be installed by both large and small stores 
—will be included in the plan. Cooperative window pro- 
motion, ready-to-use, made available by manufacturers of 
sports shoes, will be announced during this nationwide 
display sports shoe campaign. 

Complete new retail advertising plans with a new 
approach in winning consumer appeal. Layouts and sug- 
gested art work, together with sparkling copy that will 
compel, attract and sell sports shoes, will be available. The 
best ideas possible that will have a freshness of appeal 
—so responsible for selling and merchandising. 

Suggestions for coordinated effort on the part of mer- 
chant and newspaper in creating a cooperative advertising 
campaign that will feature, editorially, sports shoes in new 
styles—new materials and new occasions for wear. Mak- 
ing the shoe public conscious through editorial support 
on the part of the newspaper is a major function of the 
campaign. Editorial releases which can be utilized by 
newspapers to increase interest in sports shoes, will be 
supplied in this wide promotional plan. 

To further widen and extend the effectiveness of this 
sweeping Boot anp SHoE RecorpER movement for a 
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for National Push on 


more intensified consumption of sports shoes, :we will— 
through the pages of the Recorper—dramatize the most 
forceful merchandising plans used by other shoe men in 
their stores. 

Practical selling ideas that have proved resultful in sell- 
ing more pairs will be revealed in the issues preceding 
Sports Shoe Week itself. Authoritative articles, gathered 
from authentic research, explaining the different condi- 
tions of the human foot in cold and hot weather and the 
need of a different type of shoe—the Sports Shoe—will be 
among the feature stories. The new advantages to be 
emphasized in the many types of ventilated shoes that 
will make their bow to an awaiting Sports Shoe minded 
public will be revealed in educational articles assisting 
the sales staff of every retail shoe store in getting more 
Sports shoes sold right. 


© emai effort on the part 
of merchants in the community is an important step in 
the success of the Sports Shoe Week. Organize your local 
merchants to put a concentrated effort back of this 
movement in arousing a community desire for a new 
pair. of Sports shoes. 

.The latest trends in sports. shoes in all three divisions 
of the industry, men’s, women’s and children’s, will be 
additional features to keep shoe men informed of the 
last-minute fashions that will speed sales and focus atten- 
tion on the style alertness of individual merchants. 

Every cooperation possible will be offered retail shoe 
men—all tools necessary in building an outstanding sports 
shoe campaign that will increase volume, will be supplied. 

Plan now to get your share of this extra pair business— 
plus business—sports shoe business—profitable business. 

The every-day acceptance of sports shoes for business 
and street wear has added thousands of extra pairs to the 
shoe consumption of this country. The movement is 
growing and-no buying habit will do more to stimulate 
the shoe business during May, June, July and August 
than the desire on the part of men for a new pair of sports 
shoes. 

Men like a change from their regular black or brown 
shoes. The release from standard types of shoes during 
the four hot months appeals to men who are demanding 
with their freedom of Summer wearing apparel sports 
shoes that have the freshness of appeal that quickens the 
step and stimulates pride in a trim pair of feet. 

Here is a genuine opportunity that exists for every 
shoe store to turn the dull months of Summer into a profit 
period. Progressive merchandising is today’s formula 
for increased sales.. A-portfolio of ideas will be presented 
to help the merchant cash in on sports shoe possibilities in 
his community. 
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SPORTS SHOES 














Expert advertising and merchandising service—newspaper 
publicity—promotional sales agitation. 














Line up every shoe fitter in America behind the drive— 
a sports-selling drive that will instruct every clerk, how to 
get more SPORTS SHOES sold right 





Simultaneous promotion for SPORTS SHOES to cash in on 
business legitimately. 














Qur Paris office has 
cabled us the high lights 
of the Spring Openings. 
Here’s the news as far as 
shoes are concerned. 


The color story is navy 
blue and black for the big 
basic colors; pale string 
color the best neutral; 
pastels stressing blue 
tones often combined 
with black; orangey reds 
the leading vivid tone. 


Plaids very significant. If 

you have any shoes with 

plaid touches, play them 

up. Criss-cr tucks 

and stitching are a sale- 

able expression of the 
same trend. 


Piqué and linen used for 

everything. Dresses day 

and evening. jackets. 

Gloves. Hats. Think seri- 

ously about piqué and 

lmen shoes for Summer. 
* 


The contrast idea carries 
on. In contrasting blouses 
for suits. Darker tops to 
two-piece dresses. It’s the 
time to play up your two- 
calor /40 shoes, in 
black or blue with beige 
or gray. 
2 


The straighter swagger 
silhouette approved for 
daytime. Wide, built-out, 
squared - up _ shoulders. 
Less fi lines. This 
means more importance 
for oxfords, tailored de- 
tails in shoes and straight- 
er, tailored heels. 
e 

New formal evening hem- 
lines go up in front and 
dip down in, back. Also 
many ankle-length dinner 
dresses. 


news for 


evening slippers! 
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Dnthing of selling, 


photographed above is the new Cabana design, suc- 
cessor to the winter shoe that helped put over per- 
forations in a big way. And speaking of design, the 
arrangement of the perforations in this shoe is typical 
of the newer punched patterns. 


Perforations in many shoes last season were content 
to be merely holes. Most of the new perforated styles 
follow an interesting pattern and add something be- 
sides ventilation to the merits of the shoe. The famous 
“Lacette” pattern has the same characteristic. And 
so do many other successful designs. 


Here is a selling point to mention to your customers. 
The idea might be a starting point, too, for a good 
display. We can imagine a window with some en- 
larged outline drawings of your best perforated shoes, 


a display emphasizing the new sweep and beauty of 


their patterns. 
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... All the World is Punning on the Title of Noel Coward's 
Strikingly Successful Play “Design for Living.” So Here We 


Have “Design for Selling” . . . some ideas on Spring Fashion 





Merchandising. By Ruth Harrington 


Bring on your blues for March Fourth, 
Have a display of navy blue shoes for “Roosevelt Day.” Point out to your cus- 
tomers that blue is first choice of the new First Lady of the Land... and the 
first shoe fashion color for Spring. 


Everything points to a big Spring for navy blue footwear. Navy blue suits 
are the big story in the domestic market. Then comes the endorsement of navy 
blue by Paris. And on top of that Mrs. Roosevelt’s announcement that blues 
lead in her wardrobe for the White House. 


You read about her Inauguration Day outfit, of course. Navy blue velvet coat, 
lighter blue dress (the shade that is called “Eleanor Blue”) and navy blue shoes 
(with low heels because she will be on her feet all day). 


She says that blue will be the basic color scheme of her entire wardrobe, “‘be- 
cause it’s economical to concentrate on one color.” Mrs. Dall, the daughter, is 
partial to blue, too, and what with the President’s former association with the 
color as Assistant Secretary of the Navy, the Roosevelts are giving blue a grand 
send-off! You can use this new interest in blue to help sell Navy Blue shoes. 





. . « All About “Eleanor Blue” 






The color called “Eleanor Blue” is a pale, 
grayed blue with a distinct lavender cast. 


It belongs to the color family of “pearly” 
pastels launched in the last Paris Openings. 


More neutral and much lighter than the 
hyacinth blues of this Winter, it harks back 
to the old pervenche and powder blues of 
several seasons ago. 


Eleanor blue can be worn with navy blue 
coat and shoes, as Mrs. Roosevelt will wear it. 


It is also smartly combined with black. For 
such an ensemble, patent leather pumps or 
eyelet ties would be a happy choice. 


It is new with gray shoes. All these pale 





pastels are good with gray footwear, and gray 
in shoes gets better and better! 


If you want a sample of “Eleanor Blue,” 
drop us a line. We will send you a piece of 
the color in the actual material which Mrs. 
Roosevelt has chosen for her Inauguration 
Day Costume. This material is “Crystelle 
Velvet,” an uncrushable velvet, with an in- 
teresting, misty overtone. 


If you want to use this material in a display 
(it would make a good one), look for it in the 
best department store in your city. And if it 
is not available there, we suggest you try John 
Wanamaker in New York, where it can be 
purchased (providing the supply holds out) 
for $6.95 a yard. 
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koe the past year, merchants have 
been winning customers who want 
ECONOMY by selling shoes built 
with Goodyear Wingfoot Soles. 


g Now three great weekly magazines 


are telling this same story week 





after week with seven million 


S F L [ voices — seven million total copies 


per issue in which Goodyear Wing- 


‘foot Sole advertising appears. 


SHOE S Ride the tide of the times by talk- 


= ing economy — and delivering it 








with these surefooted, waterproof, 


comfortable soles which can’t be 


beat for wear. 


WINGFOOT SOLES 


NO MARRED FLOORS! 








When writing advertisers please mention Boot and Shoe Recorder 
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THE SHOE STORE 


Merchants 





A Working Schedule for Busy 





THIS is the month 
1 to talk STYLE. And 

don’t begin your 
Easter campaign too early 
or it will retard early 
Spring buying. No mention 
of Easter (April 16) should 
be made in your advertising 
or in your windows for at 
least the first two weeks in 
March. 


chants of your town 

all go in together on a 
Spring Opening week you 
should get your Spring 
window backgrounds and 
interior trim in place at 
once, in time for this week- 
end. And give the store a 
thorough housecleaning at 
the same time! 


2 UNLESS the mer- 





impressive ad on 

Spring Styles in to- 
night’s paper for Satur- 
day’s selling, and see that 
the styles played up in your 
ad are prominent in the 
windows, too. Give Hosiery 
good window and advertis- 
ing space this month. Have 
a “leader” in the window 
tomorrow. 


3 YOU should have an 


at Washington. A 

clever play on _ this 
might be made in windows 
and advertising using the 
theme, “Inaugural Values— 
A ‘New Deal’ in Footwear 
Prices.” It’s these unusual 
little touches in your adver- 
tising that get people’s at- 
tention. 


4 THIS is Inaugural Day 
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DURING this big style 
6 selling month your 

windows should have 
a complete change every 
Monday, and as many par- 
tial changes during the 
week as necessary to tie in 
with your advertising. The 
best way is to plan your 
window schedule now for 
the entire month. 


announcement to your 

customers should be in 
the mail this week. A let- 
ter will do, but an attrac- 
tive folder is much better. 
In all your style advertising 
be sure to emphasize 
PRICE, for this is your 
biggest selling argument 
this year. 


7 YOUR Spring style 


ARE you putting price 

cards on every pair of 

shoes in your window? 
You should! Tests have 
proven conclusively that no 
matter what class of shoes 
are displayed, price cards 
on every pair increase sales. 
Chain stores ALWAYS 
price card ALL window 
items. 





an advertising sched- 

ule for this month? 
It’s the surest way to see 
that you don’t exceed your 
budget and that all deserv- 
ing lines get their share of 
advertising. You must get 
full value from your 1933 
advertising dollars and that 
means ADVANCE PLAN- 
NING. 


9 HAVE you made out 





OF course you will 
1 have a big Style ad 

tonight, and it might 
be well to give some space 
to Children’s Footwear, too. 
Why not make a practice 
of giving some inexpensive 
toy with every pair of chil- 
dren’s shoes all during the 
Spring season? It’s good 
advertising. 





DID you freshen up 
11 your windows to at- 

tract Saturday’s 
“window shoppers”? Why 
not play up one women’s 
style, one men’s and one 
child’s as the ‘Best Shoe 
Values of the Week” witk 
attention-getting cards in 
the windows? It is not 
necessary to cut the prices 
to do this. 

















CHANGE all of your 
13 window displays to- 

day. Your windows 
can be your most inexpen- 
sive advertising medium— 
or your most costly! It all 
depends on how well you 
use them. It is surprising 
what a little rearrangement 
and a few fresh display 
cards can do to a window. 





CHILDREN’S shoes 
14 are a big item in 

many family budg- 
ets; particularly this year 
when many incomes are so 
depleted. Some shoe re- 
tailer in your town who 
emphasizes PRICE and 
QUALITY, with the shoes 
to back his advertising, is 
going to clean up! Will it 
be you? 





WATCH your adver- 
15 tising cut service for 

the illustrations 
you’re going to need during 
the next. 30 days for pre- 
Easter ads. And watch 
your newspaper’s mat serv- 
ice, too, so that you can re- 
serve what you want before 
some other shoe retailer 
picks all the good ones. 





lustrating one good 

Spring style at an in- 
teresting price will get re- 
sults and be fairly inexpen- 
sive. Many stores use an 
ordinary government postal 
card. A series of four or 
five,.mailed at three-day in- 
tervals is very effective. 
Have you ever tried this? 


16 A MAILING card, il- 








The New Shoe Deal in March Calls 
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To Produce More Profit Through Planning 





ST. PATRICK’S 
17 DAY. Be sure to 

give this some recog- 
nition in your windows. 
You might even give each 
customer a little silk sham- 
rock to pin on his or her 
coat—or evén, as one Chi- 
cago store, an actual little 
shamrock plant growing in 
a tiny pot. 


BEFORE EASTER. 

Last night’s ad 
should begin to talk “‘East- 
er Footwear,” and_ the 
same suggestion should be 
worked into your window 
displays for today. Why 
not plan to have one real 
“window leader’ for each 
of these five big selling 
Saturdays? 


1 FIVE SATURDAYS 





on the Easter Foot- 

wear theme in your 
new windows that go in to- 
day. Have you checked 
stocks recently to see what 
early Spring styles need 
selling pressure to clear 
them out. Stock checks 
should be made REGU- 
LARLY — once a week is 
not too often. 


20 ELABORATE more 





IS sports footwear 
21 arriving? It will be- 

gin to sell in April. 
This is a good Hosiery 
month and a little selling 
pressure will make it bet- 
ter. How about sending 
out a mailing card or folder 
to your customer list, fea- 
turing ‘‘New Hose _ for 
Spring and Easter’? 


FROM now until 
22 Easter you’ should 

advertise at least 
twice a week. And don’t 
try to feature too much in 
one ad. You will get far 
better results if you only 
talk about one or two styles, 
or price ranges in each ad. 
You can’t sell everyone in 
every ad! 


WHY not put up a 
23 weekly prize for each 

Saturday before 
Easter for the salesman 
whose sales show the best 
percentage of increase, or 
some similar arrangement? 
This will ‘‘pep them up” to 
greater efforts, and there 
will be fewer lost sales on 
Saturdays. 


, Hosiery. 


YOU will have a BIG 
4 ad on Easter styles in 


tonight’s paper of 
course. And a window fea- 
turing the same _ styles 


should go in late today, too. 
Give plenty of space to 
This is the big 
hosiery season, and many 
hosiery customers wind up 
by buying shoes. 








FOUR SATURDAYS 
25 BEFORE EASTER. 

A big card in_the 
window reading ‘Three 
Weeks Until Easter’ will 
get many window shoppers 
to thinking about their 
Easter footwear. Use the 
slow sellers turned up by 
your stock check for win- 
dow leaders on these busy 
Saturdays. 








TIME for another 
27 complete window 

change. True, it’s a 
lot of work and no doubt 
last week’s trim still ‘“‘lcoks 
pretty good.’’ But so did 
last week’s ad. Would you 
run the same ad week after 
week? Not in this hard 
year of 1933 you wouldn’t! 


TIME for another 
28 stock check. Watch 

for ‘‘outs’” in the 
best selling sizes and the 
most popular hosiery colors. 
It’s almost criminal to be 
running outs’ in best 


sellers in the best selling 
season of the year, and par- 
ticularly when business is 
so hard to get. 








IF your budget will 
29 permit we _ suggest 

another good mailing 
on Easter Footwear styles. 
An advance reprint of your 
newspaper ad for next Fri- 
day perhaps, or a good cir- 
cular. Even a letter, if you 
have a good “‘hook’’ in it, 
in the way of a special bar- 
gain offer. 





HAVE you given any 
30 thought to your 

April selling pro- 
gram? April is going to be 
a BIG, important month for 
stores that make an ag- 
gresive drive for business. 
Will you be ready, with the 
merchandise, the advertis- 
ing, the windows? NOW is 
the time to plan. 





YOUR big style ad 
31 in tonight’s papers 

might well be headed 
“Two Weeks Until Easter!’’ 
Make it a real selling ad, 
and back it with SELLING 
window displays. April of- 
fers you five Saturdays. Do 
everything you can to make 
them BIG, profitable, sell- 
ing days. 
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A popular pattern made by 
LUMBARD SHOE COMPANY 





No. 5804—Black Ruby Kid popu- 
lar open throat tie, incorporating 
style, comfort and wear, built-in 
steel arch support. Widths in 2 
AAA to EEE. Fall details on ji 
request. q 








TANDARDIZE ON 


Ves 


When writing advertisers please mention Boot and Shoe Recorder 















Boot AND SHOB RECORDER S A 
combining TH® SHOE RETAILER, Feb. 25, 1933 27 





















C Ure MAILMAN 


QUALITY 
L}2 OWS 
LYT-N-EZY 


HAND TURNED SHOES 


ITH this in mind we place 


great reliance on the con- 





stancy of 


RUBY KID 


It has a definite sales influence. 


So states Lumbard Shoe Co. of Auburn, 
Maine, makers of women’s genuine hand 
turned shoes by a new patented process, 
a construction increasing the style and 


wear life in flexible turn footwear that 





will hold its shape. 


JOHN R. EVANS & CO. 


CAMDEN, N. J. 


PHILADELPHIA 
CINCINNATI BOSTON 
ST. LOUIS MILWAUKEE 


OTT Fd 


When writing advertisers please mention Boot and Shoe Recorder 
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The Rise of the Small Town Store 


Mach good has come out of the 
conventions in the early weeks of this year. One 
little thought came out of the Indianapolis convention 
indicating the drift of consumers back to small towns. 
This action isn’t entirely the result of the depression, 
for we learn from President Hoover’s Committee of 
Research on Recent Social Trends that “as young as 
was the depression when the 1930 census was taken 
in April of that year, the returns showed that in every 
State, during the previous year, about twice as many 
persons came to the farm from the city as left it for 
the city. Many of those leaving the city were once 
farmers or farmers’ sons who saw in rural life the 
security of at least a self-sufficient existence.” 

There is no question that since 1929 there has been 
a definite swing back to the farm and village. Not 
only by those who have lost employment, but by some 
who want the freedom and security of country life. 

Our western manager, B. C. Bowen, emphasized 
this at the Indianapolis convention—“that mony a 
merchant in a small town was finding consumptive 
power in pairs increasing, although the price per pair 
might still be very low.” What effect is this return 
to the country going to have on the distribution of 
shoes? Because the depression was being solved for 
the individual back in the hills, the topic became one 
of increasing interest to him. Later, Herb. Lape 
told him of a visit recently made back to the farm on 
which he was born—near Plain City, Ohio. Mr. 
Lape, in talking with the farmer, inquired who the 
two fine looking young men were who were working 
about the place and was informed that they were the 
farmer’s sons. Mr. Lape said: “They don’t look like 
farmers.” To which the farmer replied: “No, they 
are not; but they are going to be. They are back 
from the big city.” 

Time alone will tell whether the widely heralded 
trend towards: little industries spotted everywhere 
over the country will take the place of concentrated 
factory centers. Ford is offering a plan for decen- 


tralizing his automobile making. His is no new sug- 
gestion, for perhaps the finest example of diversifi- 
cation of industry is that of St. Louis shoe organiza- 
tions, for they spread shoemaking plants over four 
States adjacent to that market. 

It is quite likely that the number of people having 
a minor job in shops and factories and a major job 
on the farm will rapidly increase in 1933. The sig- 
nificance of these great migratory movements now 
going on indicates that from now on we are going 
to see greater mobility of population. Migration 
from the farm to the city was a tremendous move- 
ment in the past 50 years. Now we are seeing a 
kindred movement, already estimated as being above 
ten million persons from the city back to the farm. 
Today it should be noted that rural America has more 
than half the children of the nation. 


iF old forms of social and 


community life are undergoing considerable modifi- 
cation and new forms appear in their place, then it is 
up to the merchant to fit his business into the chang- 
ing situation. This thing is certain—the growth of 
the small town merchant’s business will increase inde- 
pendent little family shoe stores. It will also decrease 
chain store expansion because the chains are essen- 
tially urban structures. These small town businesses 
will be stimulated by cooperative interdependence be- 
tween the source of supply and the merchant. 

The 1930 United States Census of Distribution 
showed that rural general stores still accounted for 
one-tenth of the retail trade in places of less than 
10,000 population, and hence for about 3 per cent of 
the total retail trade of the nation. 

Just as the open country has discovered a new in- 
terdependence with the rest of society, so villages or 
small towns find themselves in a changing situation. 
The village finds itself at the crossroads for city 
travelers and visitors from other villages. 
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As FLORIDA goes ... . . in style 
so goes the nation! 


Fashionists and stylists are agreed that this is a White Year.'' While 
all-white leads the Florida style parade, brown and white in combination 
is also favored by the smartest people at the southern winter playgrounds. 


Therefore, since the shoes that are footprinting Florida sands give white 
first place, the prediction of an outstanding merchant that "It’s an all- 
white summer season for 1933 in all patterns" is a correct charting of 


the course for shoe merchants to follow in preparing for an active The shoe illustrated is a 

spring and summer selling season. Don't be caught short! UNITIZED DeLUXE all white 
If hed tie effect STEP- 

seomet peyton due “ replenishment. Their "inventories," too, i. Palsy ae yo with 

oe Se oy ee ae, SS Tae, white TOLCO quarter, tip and 

Smart styles in smart lines are using Ohio’s white TOLCO, for trim. 

accentuating the beauty of pattern with quality. 


Johansen Bros. Shoe Co. 
TOLCO Calf, in either smooth or boarded effect, has a mellow glove- St. Louis nitenast 
like texture, comfortable for sensitive feet, is shape-holding, has a fine 

grain with tight break and cleans easily. 


It is the ideal leather for light airy summer cut-outs and sandals, and 
the popular types of sport footwear. 


Color swatches sent on request. 


Twe Vwio Leatwer (9. 


GIRARD, OHIO”™— 
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He brings you best of news— 
For he rings up more dollars saved 
In our great Sale of Shoes! 


(See Wednesday's Papers) 
Your Store Name 


Teaser No. 1 





When Bargain Bill rings the Bargain 
Bell, 
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TO END YOUR SALE 


“Bargain Bill” has a Big Idea; 


He's a very peppy chap. 
He'll give Our Final Clearance Week 


A real whip-cracking snap! 











Teaser No. 2 


Bargain Bill brings savings 
To all who now need shoes; 
There’s an extra dollar saved for you 
On any pair you choose! 


(See Wednesday's Papers) 


Teaser No. 3 


You'll be glad to meet Friend Bargain 
Bill— 
He’s a real friend indeed. 
He will save you EXTRA dollars 
On all the shoes you need! 


(See Wednesday's Papers) 


vvvyv 


IN YOUR WINDOWS 


Have your sign painter make a large 
reproduction of Bargain Bill, with the 
verses from the newspaper ad. 


Group the shoes, with a card, as shown 
in the ad, for each group, giving regu- 
lar price, sale price and present price. 
Put tickets on each shoe also. 


de ed 


“IN YOUR STORE 


Display sale shoes in groups, on tables, 
racks or shelves. Have another card 
with prices with each group. Have a 
tag with price and size on each pair 
of shoes. j 


I’m Bargain Bill, who’s come to save 
You dollars on good shoes; 

I’m very sure that everyone 
Will welcome such Good News! 


From prices that were way, way down 
I’ve cut another dollar now! 

Will you welcome such a saving? 
| know you will—and how! 


Be sure to get here early— 
I know whereof | speak! 
Bargains like these will quickly go 
During Final Clearance Week! 








Bargain Bill Further Reduces Women’s Novelty Shoes 
Deduct Another Dollar from Sale Prices! 


Group 1 Group 2 Group 3 
Shoes were $—— Shoes were $—— Shoes were $—— 
Sale price $— Sale price $—— Sale price $—— 
Now they’re $—— Now they’re $—— Now they’re $—— 

(description) (description) (description) 





Broken Sizes in Men’s Shoes—Down Another Dollar 





Even Our Children’s Shoes Reduced—50c from Sale Price! 








ALL SALES FINAL—NO RETURNS 


Your Store Name Here 
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Shoe by Gale Shoe Company, Manchester, N. H. 
Romona Style, quarter and vamp patented 
cut-out process. Stock No. 3301. Hubschman's 
Tandrite Calf, colors No. 917 and No. 835. 


in Tandrite Calf 


..for Fashionable Spring Wear 


919 CHAFF BEIGE 834 INDIES BROWN 
917 FAWN BROWN 835 DARK INDIES BROWN 
916 LEAF BROWN 821 SWAGGER BROWN 
904 LIGHT GRAY 907 ADMIRALTY BLUE 





. . These are the colors forecast by Fashion! 


And in no other calf do these colors approach such 
a state of perfection as in Tandrite Calf, the master- 
piece of the tanner’s product today. 


All the essential qualities—fine grain, pliable body, 
high lustre and exquisite finish—needed to produce 
a super-calfskin, are found to the highest degree 
in Tandrite Calf. 





E. HUBSCHMAN & SONS, INC. 


PHILADELPHIA 
TANNERS OF FINE CALF LEATHERS 
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Does It Pay to Use High Pressure 
Collection Methods and Lose 
Trade? Or is It Better Business “‘In 
These Times” to Play Along With 
the Well Disposed, Slow-Pay 


Customer 


By M. A. MITTELMAN 


dé 

W. conduct six stores and 
our collections are very satisfactory,” declares M. A. 
Mittleman, of Detroit, who was chairman of the 
merchandising clinic on “Collections” at the N.S.R.A. 
convention in Chicago last month. “We find that if 
a customer is paying you a certain amount of money 
monthly or weekly, it is best to go along with her 
because if you tighten up to the extent wherein you 
will eliminate fifteen or twenty per cent of your 
charge business, you will decrease your volume. 
What you actually think you will save on slow-paying 
customers will drive up your overhead to the extent 
that you are not profiting by eliminating a well mean- 
ing, responsible, slow-paying customer. The bankers 
will not agree with me, but the history of our busi- 

ness in the past three years tells us we are right. 
“You must go out after your money. You have to 
use a little more pressure and perhaps not quite as 
much diplomacy. Your letters must be a little stronger 
because it so happens that everyone today is dunning 
the poor customer, and they are poor customers. 
They mean well, and statistics tell us the American 
public always was at least 93 per cent honest. Re- 
gardless of conditions and personal bankruptcies, I 
believe they are still 93 per cent honest. Where 
they do not pay you can believe it is not because 
they don’t want to pay; it is because they cannot pay. 


CASH OR THE 
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CUSTOMER? 












“Therefore, try and preserve the customer’s good 
will and keep her as a customer. Work with her, 
but dont let her go beyond the limit. I would rather 
have a customer owing me $50, say, and have her 
pay me $5 a week and keep buying than lose that 
customer, or a group of such customers, because my 
volume will drop to whatever extent and percentage 
we see fit to eliminate such customers, and my over- 
head will rise and I have not gained. I have lost.” 

B. M. Lippman (Hibbing, Minn.): What is the 
proper turnover on accounts receivable? 

CHAIRMAN MITTELMAN: We collect, at the pres- 
ent time, 47 per cent on all our accounts. I think, 
in our line of business today, that about 43 to 45 
per cent is considered very good. 

Mr. LipPpMAN: Would it be a paying proposition 
to take on certain customers and to have them settle 
twice a year? In our town we have what we call 
the “400”—the better trade like the doctors and 
lawyers who do not pay but once in six months, and 
sometimes once a year. I have quite a few on my 
books that get up to $200 and after six or eight 
months they pay it all up. 

CHAIRMAN MITTELMAN: I can answer that only 
by the procedure we take. We take on no new cus- 
tomers by and through the retail merchants credit 
[TURN TO PAGE 44, PLEASE] 
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CABBAGES 


are not sold by 
sizes and widths 


BUT SHOES ARE! 





One Saturday afternoon a few weeks ago just after the stock department 
employees had gone home, an order was received from a department store call- 
ing for 563 pairs of shoes, which were wanted Monday morning. 


A few of the employees were called back and that same afternoon 562 pairs of 
the 563 ordered were on their way to the customer. 





You couldn’t beat that very much in shipping cabbages that are not sold by style, 
size or width—and we don’t think you can equal it in shoes which are sold that 
way. 

It is instock service of this kind, functioning 99 per cent plus, the year ‘round, 


that makes it possible for Enna Jettick Dealers to make money at all seasons 
by being able to get the size, width and style the customer needs. 


Another reason why 


ENNA JETTICKS 


are “the most salable shoes in America” 


189 Sizes and Widths 
1to 12... AAAAAA to EEE 


4. 4.0 “You Need No Longer Be Told 5 00 
ew That You Have An Expensive Foot’ ae 


ENNA JETTICK SHOES, INC. 


AUBURN, N. Y. 
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I'll back you 
on this 


T did look like a put-up job that morning, 
when Bill introduced Mr. Smith. ‘“Dad,” he 
said, “I want you to meet a friend of mine, 
Mr. Smith.” There was something familiar 
about Smith’s face. ‘“Haven’t I seen you 

somewhere before?” replied Bill’s father. “I hope 

you have,” laughed Smith. “I’ve been working 
around your store for several days with Bill. You 
see, Bill and I think we’ve discovered something 
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Boy | 






about your business that may make you a lot of 
money.” 

So that was it. Mr. Smith had something to sell. 
Bill’s Dad began to freeze up. “Well,” he said, 
eyeing Smith’s portfolio suspiciously, ‘“we’ve got 
enough lines in here now—too many in fact.” 

“That’s just what I want to talk to you about,” 
Smith answered. ‘How would you like to reduce 
your stock 40% without losing sales opportuni- 
ties ?” 

Bill’s Dad smiled. “It’s a good way to get my 
interest, young man, but you know I’ve been in 
the shoe business a long time. I’m from Missouri. 
You’ve got to show me.” 

That’s all the invitation Smith needed. And it 
didn’t take any high pressure selling to keep the 
conference going for three hours. 

Smith had the facts and Bill’s Dad was a sur- 
prised and interested listener. Smith explained 
how some 600 stores were already using the Brown 
Concentration Plan that was changing red figures 
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into black. He gave names and addresses. He 
showed the actual results secured. He told how 
he had interested Bill in the Plan—how he got 
Bill’s permission to study a section of the store 
so he would have actual figures to put before Bill’s 
Dad. 


And that store study was the thing that showed 
Smith knew what he was talking about. It made 
a favorable impression because it meant that Smith 
wasn’t: going off “half cocked.” It meant that any- 
thing he said was based on an intimate knowledge 
of conditions in that particular store. 


Smith didn’t mince words—he shot straight from 
the shoulder. “Your books show that sales are 







dropping off—that you’re showing a steady loss 
and that stocks are excessive. Your trouble is too 
many price lines, too many sources of supply, too 
much make-up goods.” 

“Right,” said Bill’s father. “Now what?” 

Smith took up the subject of price lines, their 
influence on profits, next the disposal of odd lots 
and the savings that might be effected there. He 
knew what he was talking about. Bill’s Dad ad- 
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mitted that. Then Smith showed how habit, 
opinion and guess work have done more to make 
shoe retailing unprofitable than any other factors. 


He showed how the 600 stores already operat- 
ing on the Brown Concentration Plan had replaced 
habit, guess work and opinion with cold, hard buy- 
ing and selling facts. He told how a headquarters 
staff of merchandising specialists is maintained 
by the Brown Shoe Company for the benefit of the 
600 Concentration customers. 


Bill’s Dad couldn’t argue with the facts— didn’t 
want to. There they were—his own records and 
the records of 600 stores which had eliminated 
the very handicaps that were putting him in the 
red. Yes, it did hurt one’s pride to think an out- 
sider might be able to do a better job than he 
could. But, hang it all, Bill, his son, was the 
one who was really doing the job. Bill had been 
smart enough to realize that the store needed just 
this kind of help—smart enough to see a better way 
to keep ahead of competition. Yes, it did look like 
a put-up job. Bill and the Brown 
salesman working this out with- 
out his help. He smiled. Bill 
was really learning the shoe 
business— taking advantage of 
new ideas he might have passed 
up. It looked like Bill was mak- 
ing good as a shoe buyer. 


“O. K., Boy,” he said to Bill. 
“T’ll stick with you on this! That 
Brown Concentration Plan looks 
good to me.” 


* * * 


The Brown Shoe representa- 
tive does not approach you on 
the subject of Concentration un- 
til he has reason to believe that 
the plan will fit your needs and 
you will fit the plan. If he asks 
it, grant him permission to an- 
alyze a section of your stock. Whether or not you 
and he eventually reach an agreement, we are con- 
fident that his analysis will prove interesting, and 
your personal contacts with him refreshing. 


Town Goroe Gowran, 


ST. LOUIS 


Manufacturers of the Concentration Line—including Buster Brown 
Tread Straight Shoes for boys and girls and BROWNbilt 
Tread Straight Shoes for men and women. 
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Inspired by modernistic designs in perfume bottles, shoe polish 
now appears in a container that forms a decorative object in 


the boudoir. 


F merchandise displayed 
in windows is outstandingly smart 
in style and has that “come in and 
buy me appeal” there has never 
been any doubt in my mind that 
the store possessing such an asset 
must enjoy a good business. 

The buying public of today is 
fashion conscious and modern 
merchandising today demands a 
new and different way of attract- 
ing attention. First you have to 
attract the customer to the item 
you have to sell. 

A few years ago when I became 
buyer of shoe dressings, one of 
the first things I wanted to do was 
to get away from the old fash- 
ioned type of shoe polish bottle. 
Of the many reasons for wanting 
to do this, one chief reason was be- 
cause the old type of bottle lacked 
sales appeal. 

This matter was discussed with 
various shoe polish manufactur- 
ers and visits were made to several 
glass companies but there were no 
stock models that would suit my 
purpose. Eventually a contact was 
made with one manufacturer and 
a special designed bottle was cre- 
ated. It was modernistic in de- 
sign, very attractive and entirely 


different from any other bottle 
used by us previously. The bot- 
tle was made of flint glass and the 





AARON GLUCKMAN 


Whose idea of a decorative polish bottle 
has helped to stimulate sales. 


closure was made of plastic ma- 
terial. 

This type of bottle proved suc- 
cessful. Careful study and analy- 
sis was made as to the future pos- 
sibilities of continuing this type of 
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Smart Style in 
| Shoe Polish 


Aaron Gluckman, Buyer of Slippers, 
Rubbers, Findings and Supplies for 
Wise Shoe Co., Tells How He In- 
creased Polish Sales Four-fold by 
Offering It in an Artistic Container 


bottle as well as testing the cus- 
tomer’s reaction regarding same. 
I might add that this package car- 
ried our own private brand under 
the trade name of “La Sone.” 

The sale of this package contin- 
ued for quite a time and at one of 
the meetings with my merchandise 
man, it was decided that a new 
package should be created. 

For many months I labored to 
accomplish something that would 
not only be entirely new and dif- 
ferent than has ever been attempt- 
ed before in the packaging of shoe 
polish, but to design a package that 
would be invaluable as an aid to in- 
creasing the sales of shoe polish 
preparations. 

When a customer completes her 
purchase of footwear, the sales- 
man usually suggests the proper 
shoe dressing that is necessary for 
her to use as a means for cleaning 
and prolonging the life of the shoe. 

My main object was to solve the 
answer to a very important ques- 
tion: What could be done to create 
more interest from the customer 
when she is approached by the 
salesman, with a suggestion rela- 
tive to the purchase of shoe polish. 

[TURN TO PAGE 47, PLEASE] 
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Sport Soles Biel 
a quality feature of mink 


FREEMAN Shoes 





|, “I’m tellin’ you, Mr. Retailer, 


 Thar’s sales in them thar soles!” 


Just check these “reasons why”’’: “Mohawk” featuring Gro- 
° s Cord “King B” sport soles 

Ist. The World’s longest wearing sport and heels. It’s a national 
sole. favorite in 

2nd. Scientifically correct all purpose tred , FREEMAN 
design. — ‘ Shoes for Men 

3rd. Moisture proof. _ Worn with pride 

Ath. Slip-proof. 7, ho apy 

5th. Flexible. pron 


6th. Rigid stance for golf. 


Here’s something to shout about for these 
“telling points” are real SELLING POINTS. 


Gro-Cords have the distinction of longer wear 
at no greater cost; of endorsement by safety 
engineers in many industries; of being officially 
adopted by the Boy Scouts and Girl Scouts of 
America; and, in a day of changing values, 
Gro-Cord quality remains as always—uniformly 
highest grade. 
Insist that your shoes come with Gro-Cord Soles 
and Heels and you will insure for yourself a 
greater volume of profitable business. 


THE LIMA CORD SOLE AND HEEL CO. 
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No. 0304 Brown Moc- 
. casin Golf Oxford. 
No. 310 Brown Plain 
Toe Golf Oxford. 





— No. 0305 Black and White 
Moccasin Golf Oxford. 
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We illustrate above The 











LIMA, OHIO 
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This photograph of a recent window display by R. H. Fyfe & Co.. Detroit, shows how F. E. Whitelam, display manager for Fyfe, made 
effective use of a fashion insert from the Half Century of Progress Number of BOOT AND SHOE RECORDER, to provide an inter- 
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esting window background. The insert was photographed and enlarged to a size of two and a half by five feet and the figures were 


painted in various colors. 
with this season's latest footwear. 


Some high top boots, similar to those shown in the illustration, were exhibited in the window, together 


The same idea was carried out for a men’s window, using the insert on men’s shoe styles over fifty years which appeared in the 


same issue of the RECORDER. Mr. Whitelam writes: 


“These displays attracted constant attention and interest, making the small investment really worth while. 


Many thanks for this 


splendid piece of fashion promotion, as it was perfectly executed and worded.” 

The RECORDER has on hand a limited number of reprints of these fashion inserts on men’s and women’s shoes in the original size, 
nine by 22 inches, which are suitable for various uses in window displays, within the store, or for framing. As long as the supply lasts, 
we will be glad to send them to our readers on request, accompanied by ten cents in stamps to cover wrapping and postage for the two 


inserts. 


Address Editorial Department, BOOT AND SHOE RECORDER, 239 West 39th Street, New York. 


Put INTEREST in Shoe Windows 


Building of a successful 
window display differs very little in the fundamental 
principles involved from the laying out of an effec- 
tive advertisement. In either case the first objective 
is to attract attention and arouse interest. To accom- 
plish this,, advertisers make use of illustration and 
layout. The illustration may not be directly related 
to the merchandise, but it serves as an expedient 
whereby the reader’s attention is drawn to the mer- 
chandise. The series of cigarette ads now running 
in the newspapers, each of which exposes some trick 
or illusion employed by magicians on the stage, is an 
example of this type of ad. 

Window display men frequently resort to a similar 
expedient when they put in their. windows an illustra- 
tion or an object, interesting in itself but not directly 





related to the merchandise on display, for the purpose 
of making people stop and look. If the device is 
cleverly carried out it usually succeeds in accomplish- 
ing its purpose. 

Objects that can be counted on to arouse the curi- 
osity and interest of people cover a wide field. If 
they can be related in some way to the merchandise 
that is being shown in the window, so much the better. 
The illustration in the Fyfe window at the top of this 
page is an example of an “eye catcher” of this sort, 
that naturally and easily carries the interest of the 
onlooker along to the shoes offered for sale. 

A Fifth Avenue shoe store recently featured a win- 
dow devoted to resort and travel footwear, in which 
the background consisted of interesting objects from 
[TURN TO PAGE 47, PLEASE] 
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ee 
Shoes 


Sor the man— 
»- ebhensk. ties a 


No. 1944-1 Genuine Australian 
Kangaroo over the Princeton Last. 
Widths Triple A's to E's, sizes up 
to 12. Priced at $3.15. 





No 1944-1 is good property. It is as fine a fitting shoe 
as you ever slipped on the foot of a man—a style 
that lives. Men get the habit of wearing it and come 
back again and again for the same shoe. 


There’s a purpose and a reason for each of the sixty 
in-stock styles in this famous line of five dollar shoes 
for men. 


—_—-- 


INVESTIGATE THIS 
The advantages of Concentration are being capitalized to- 
day by a growing number of successful retailers. When the 
merchandise concentrated upon is as favorably known as 
Star Brand Shoes, and when the operating advantages are 
as great and as numerous as those offered by our 


MERCHANTS SERVICE PLAN 


the responsible merchant is justified in adopting this modern 
method of merchandising. Investigate by writing today. 








Branch of International Shoe Co. 


ROBERTS, JOHNSONS RAND 


ST. LOUIS, MO. 
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PEOPLES 


™_ advertising 
ideas that produced some real re- 
sults are always_ interesting. 
Frank Earl, manager of the Col- 
lege Boot Shop, Logan, Utah, tells 


of several sure-fire hits in his 
town. He has been able definitely 
to check the effectiveness of 
his advertising and has found that 
these have been the means of in- 
creasing the store’s business con- 
siderably. : 

The following letter is most ef- 
fective: 


Dear Mr. Wiseman: 

Did you stop to think that Dorothy's 
birthday is on the 18th of this month? 
Can you think of anything that will 
be as appropriate as footwear or hose 
to remember her birthday by? Gifts 
as these are useful at all times and 
will meet the approval of Dorothy, 
we're sure. 

We invite you to come in and look 
over our new stock of footwear and 
hose. Footwear is popular, priced at 
a4 to $4.95, and hose from 39c. to 


On this occasion we take the liberty 
to announce that we also carry men’s 
footwear and hose. 

Congratulations to Dorothy on her 
birthday. 

Yours truly, 
Frank Earl, 


Manager, College Boot Shop. 
P.S.—In an effort to induce more men 
to trade at the College Boot Shop, we 
are, with the purchase of a tie at 55c., 
giving away free three pairs of men’s 
hose. ; 

Said Mr. Earl: “We have ob- 
tained the names and birthdays 
of all children attending school, 
also their parents’ name. We send 
the foregoing letter just a day or 






two before the birthday of the 
child, to the father or mother, 
suggesting footwear as a birthday 
gift. This has helped our chil- 
dren’s trade considerably, and also 
helped the men’s business. Sev- 
eral people have mentioned the 
fact that they did not know we 
carried men’s shoes. Others have 
said the letter was a life saver, 
because they had forgotten the 
birthday of their youngster was 
so near. 

“We also have a list of very un- 
usual names for boys and girls. 
Upon the birth of any child, we 
write to the mother congratulat- 
ing her and sending her a pair of 
soft-soled infant’s slippers. The 
list of names accompanies this let- 
ter. This has been very effective, 
too. 

“In mailing letters for adver- 
tising purposes, we put six one- 
half cent stamps on the letter, in- 
stead of the usual “three-cent 
stamp. These six stamps strung 
along an envelope give it an ‘un- 
usual appearance and always 
causes comment.” 





When Jack Zelkowitz, 


proptietor of Jack’s Shoe Store, : 


the leading store of its kind in 
Monrovia, Calif., decided to stage 
a store-wide sale—the first that he 
had held—he reversed the aceepted 
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HARRY R. 
TERHUNE 





methods of window displays of 
merchandise, and, as a_ result, 
forced more people to come into 
the store. 

The common practice, during a 
sale of any kind, is to fill the win- 
dows as full of shoes as possible, 
and accompany each shoe with a 
ticket announcing the old and new 
prices. Instead of doing this, 
Zelkowitz placed a huge display 
card in each window and on it an- 
nounced briefly, types of shoes of- 
fered for sale and the price. Then 
he placed just ONE pair of shoes 
in front of each show card. There 
were not more than ten pairs of 
shoes in all of the windows. 

“The efficiency of this plan,” 
Zelkowitz explained, “lies in the 
fact that none of the window 
shoppers could determine from the 
displays whether or not we had a 
pair of shoes that would fit him, 
or of a style he wanted, at the ad- 
vertised low prices. Therefore, in 
order to take advantage of our 
sales prices, the visitor must come 
into the store to see what we had. 
I am certain that we drew more 
window shoppers into our store by 
this method than we would have 
drawn in had we had the windows 
filled with shoes. 

“However, as the sale wore on 
~jt lasted 30 days—we increased 
the number of pairs of shoes dis- 
played in the window until at the 
close the windows were back to 
normal. This took care of those 
who were curious but still wouldn’t 
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A 
Book 
Every 

Shoe PUAN 

Dealer Hae THE 
ad = HUMAN 
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person 
Should 


Have 








The Bones Pelt Hel THE SCHOLL MFG. CO., Inc. 







New Edition 
J ust Out 








AND 







Anatomy, Deformities 
and Treatment 
by DR. WM. M. SCHOLL 







Every one in your store who fits 
shoes needs the knowledge of the 
foot which this book imparts in 
simple, every-day language. It ex- 
plains fully how to determine the 
condition of the customer’s foot 
and the bearing which this has 
on the correct fitting of the shoe. 







/ 








" Petuust ae It will enable you to avoid com- 
oa plaints due to conditions which 
cause the shoe to wear out prematurely in 
certain places. An understanding of these facts will 
bring about a big increase in sales and profits. 


“THE HUMAN FOOT” will make everyone who 
studies it a better and more efficient salesman. There 
are hundreds of subjects treated, anyone of which is 
worth more than the moderate price of this work. 


Over 600 Pages of Interesting Scientific, $ 50 


Practical Data and over 400 Illustra- 
tions. Many anatomical pictures in color. PREPAID 






Table of Contents : 











pape 7 wy ber and Phalanges 
Soft Stuctures of the Foot Week Anke So —_—aaaae, 213 W. Schiller St., Chicago 
Mendes and Yondinn of te Log Pes Cavs, Hump-Foo Hollow 62 W. 14th St., New York 112 Adelaide St., E., Toronto 
Arteries tee Foo a. Knock-Kn fa Bow-Legs ° ° 
Veins of the Leg and Foot Rheumatism, Gout and Othe zooe----Mail This Coupon NOW !------- 
bony of the Leg and Foot oa int Affections 1 
The Skin and Nails Diseases of the Blood-Vessels | THE SCHOLL MFG. CO., Inc. 
Sopoemive Sacteay | soo of the Nerves & 213 W. Schiller St., Chicago 
Physiology Dislocations 1 62 W. 14th St., New York City 
Shortened Calf ao Callesities—Callous : Gentl I 1 $ f. i f 
ak F nd -F 1 ; entiemen: enciose 9 . or copies 0 
Treatment of Week Foot end — ! “THE HUMAN FOOT” prepaid. 
Hollow Fo Foot Shoe Piting ! NAME 
Method of Fitting Arch Supports Method mo Making Plaster of 
Comective Exercises aaa of the Foot ‘ } ADDRESS 
Hallux RisidusorPeinful GreatToe | Care ov the Feet ! CITY a ; 
































When writing advertisers please mention Boot and Shoe Recorder 

















42 


come in until they were certain, 
as a result of inspecting the mer- 
chandise in the window, that we 
had what they wanted. 

“This plan will not work several 
times in succession, I fear, but it 
is effective for a change. As a 
result, our first store-wide sale 
was a huge success, and we 
cleaned out our stock remarkably 
well.” 





| people took 
advantage of an advertising plan 
promoted by the Green Bay, Wis., 
newspaper and participated in by 
six merchants of that city, includ- 
ing Hoeffel’s boot shop. The plan 
succeeded in stimulating purchas- 
ing in several lines of business 
simultaneously and extended over 
a period of one month. 

With every used car purchased 
from the automotive dealer partic- 
ipating in the campaign the cus- 
tomer was given an order on the 
cashier of the newspaper for one 
purchase certificate. A $10 certifi- 
cate was given with all cars priced 
over $100 and under $250, a $15 
certificate with all cars $250 or 
over, up to $400, and a $20 certifi- 
cate with all cars priced over $400. 

The newspaper guaranteed the 
redemption of all purchase certifi- 
cates which were honored at any 
or all of the participating stores. 
Merchants cooperating in addition 
to Hoeffel’s included a coal com- 
pany, hardware, department and 
grocery stores. Newspaper adver- 
tisements were used to push this 
unique advertising plan, many of 
which featured letters from satis- 
fied purchasers commenting favor- 
ably on it. 


3 « A. Lamphier, 
manager The Treadeasy Shoe 
Shop in the David Harley Co., 
Pawtucket, R. I.: 

“We find that the Shoe depart- 
ments in our store together with 


Millinery are the outstanding con- 
cessions at the present time. In 
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other words, the percentage of 
business lost over last, year is 
much less than other departments. 
Regarding cut prices, the writer 
finds that promotions on such as 
slippers, overshoes, and_ special 
items of some sort bring good re- 
sults. Concerning footwear. es- 
pecially a nationally known prod- 
uct carrying a reputable name, 
does not warrant promoting same 
at a cut price, although we do pro- 
mote two clearance sales a year, 
which nets a good volume and in 
mid-season the store promotes an 
Anniversary at which time we run 
a promotion on our regular mer- 
chandise. To average the cost 
and to show a profit, we purchase 
close-outs to help accomplish this 
event. We have two shoe depart- 
ments, namely, one on the main 
floor and one on the second. The 
most popular price on the main 
floor, which is our higher grade 
department, with prices $6.50 to 
$9.00, $6.50 is the most popular 
retailer. The second floor $3.00 
and $4.00 shoes omitting the $5.00 
retail price, which was formerly 
used, $4.00 is the most popular 
price.” 





Small pay envelopes 
stamped ‘“‘pay day for you” were 
handed to each customer of a mid- 
western drug store as they en- 
tered the store on a recent Satur- 
day, according to Selling and Ser- 
vice (November). The event was 
heralded for several days by ad- 
vertisements in local newspapers 
calling attention to the fact that 
Saturday was pay day for each 
customer of the store. 

Inside the envelopes received by 
each customer was a small printed 
card reading, “Pay:—1l package 
of . ...”, the name of some prod- 
uct being filled in. Some regular 
items from stock were given, but 
most of the merchandise was from 
the slow sellers that had accumu- 
lated inthe store. Many custom- 
ers are reported to have returned 
during the day with friends to see 
what “pay” the friends would get. 
An _ exceptionally good business 
was reported for the day. 


F orty years 
fitting shoes is a long while, and 
that is just the record that James 
W. Harty claims as his. All dur- 
ing this period he has only han- 
dled good shoes and all of his ex- 
perience has been in three New 
York City shoe stores. Right now 
he is in charge of the hard-to-fit 
trade in the J. & J. Slater store. 

Out of the richness of this long 
experience, Mr. Harty has con- 
densed his fitting wisdom into a 
few short rules, which may well 
be headed, “The one main point 
in proper fitting is plenty of 
length, with the foot resting in the 
shoe, so that the weight is properly 
distributed.” 

Determining that length re- 
quires careful measuring of both 
feet, together with an accurate un- 
derstanding of the elongation of 
the feet under consideration. Next 
in impOrtance is the determining 
of the arch elevation. With this 
information at hand, and a thor- 
ough knowledge of the fitting 
qualities of the various lasts, the 
fitting of feet is reduced to an al- 
most exact science. 





[, a window 
devoted to shoes for Southern and 
Cruise footwear, the Coward Shoe 
Co. has a clever window card 
which reads: 

“Coward Shoes, on the Cruise. 
They'll improve your game... 
On the decks they’ll improve 

your appearance... 
On the whole, they'll improv 
your vacation.” 





Byck Brothers, 
Louisville, Ky., recently announced 
that despite a general curtailment 
in a great many gift stores Byck’s 
had increased the size of its gift 
shop 33 1/3 per cent this year to 
take care of an increased number 
of practical gifts, such as hosiery, 
handbags, lingerie, handkerchiefs, 
and jewelry. 
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IN STOCK FOR SPRING 


METATARSAL 
ARCH-RELIEF 





GRANDE 


 . .vicsttccastenscvapeberase $5.10 
All blue kid four eyelet tie with punch 
vamp. Silk kid collar and apron with 
grey lizard inlay. 42 last. 16/8 
covered heel. Goodyear Welt. 


| RACER AL CROTON ee $5.10 
Same in sand kid with mauve kid 
collar and apron with lizard inlay. 
Goodyear Welt 


AAAA to € 





Ne Sb ccseinedeiebeknsteaves $5.10 
All mat kid T strap with punch vamp 
and quarter. Black Boroso calf inlay 
strap and front. 42 last. 16/8 covered 
heel. Goodyear Welt. 


AAAA to C 


MARIMBA 


RE erat cadcbansnxcvass tunes: $4.50 
All mauve kid four eyelet tie. Punch 
vamp and quarter. Brown calf tip, 
foxing and facing. 42 last. 16/8 
brown calf covered heel. Cosmo Welt. 
N712 
Same in all blue kid with grey lizard 
facing. Goodyear Welt. 

ER gen ncddepcdeaddcavosve nes $4.50 
Same in dull finished black kid with 
genuine black Calcutta lizard facing. 
Goodyear Welt. 

W714 (ready April tst)........ $4.50 
Same in white kid with white lizard 
facing. Cosmo Welt. 


AAAA to € 








BEBE DAN 


FID ceccccccsccccecccevccsees $4.50 


All dull finished black kid with dull 
finished black kid bow with silk kid 
trim. 16/8 Junior Spanish heel. Last 
12. Cosmo Welt. 


OR Roane kid. Brown 7. 


W730—All white kid (April Ist) 4.50 
_ AAAA to C 








DOVER 


B862 (March Ist) 
All brown kid four eyelet tie with 
brown whipsnake quarter inlay. Hiss 
shank. 12/8 leather heel with rubber 
top lift. No. 2 last. 


K852 (March Ist) ............. $4.75 
Same in black kid with black whip- 
snake quarter inlay. 


AAAA to D 





STROLLER 


CP hse diccecsnsvsnsctacccccns $5.10 


Four eyelet tie. Dull finished black 
kid vamp, quarter and tip with grey 
lizard inlay tip and quarter applique. 
14/8 covered heel. Dr. Hiss shank. 
No. 4 last. 


C884—Same in sand kid........ $5.10 
N824—Same in blue kid..... .. 5.10 
W954—Same in white kid...... 5.10 
(April Ist) 
AAAA to € 








ARCHLOCK 


WALKER 


Six eyelet bluch@ tie of all black 
kid. 9/8 leather heel with rubber top 
lift. Dr. Hiss shank. No. 1 last, 
Goodyear Welt. 


AAAA to D 





KORRECT 


WES KG icecdew kiewenecaeecuens $4.75 
Five eyelet tie. Black kid vamp and 
quarter with dull black calf apron 
tongue. 12/8 leather heel with rubber 
top lift. Dr. Hiss shank, No. 3 last. 


WN cacvecuestovadunsenuneada $4.85 
Same in brown kid with brown calf 
apron tongue. 


AAAA to D 





Write for our compete IN-STOCK catalogue which is just off the press. 


COLUMBUS, 


THEVVALKER I. DICKERSONcO 


OHIO, U. S. A. 
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Collet ie’ Cohooaer’? 


[CONTINUED FROM PAGE 382] 


bureau who cannot make some sort of 
payment at least in 90 days, regardless 
of their responsibility. 

That can also be answered by what 
you want to do, and by what position 
you are in financially, and what volume 
you would take’ on on that basis. That 
is a matter for you yourself to decide 
when you say twice a year you are 
going into the instalment business. I 
personally wouldn’t care for it. I don’t 
care how good they were. 

We give the old ones just as much 
time as their responsibility warrants. 
We limit them but go along with them. 
A woman owes us $35, say. She makes 
a payment of $10. She wants another 
pair of shoes. Why not give them to 
her? Because if you don’t, the next 
pair of shoes she is going to buy will 
be bought for cash from someone else. 

Mr. LIPPMAN: You made a state- 
ment a while ago that even if a cus- 
tomer owes you $50 and pays you $5 
a week you would evidently consider 
that poor pay. We consider that good 


pay. 

CHAIRMAN MITTELMAN: I agree with 
you. 

Mr. LIPPMAN: She pays $20 a 
month. 


Mr. Nay: We have to watch the 
customer who pays the $5 and buys 
$10 worth. She owes a balance on 
account. 

CHAIRMAN MITTELMAN: You have 
her history and know who and what 
she is. You might check up by getting 
a new rating. You can find out 
whether she is being sued. You have 
to do a lot of work today. You have 
to not alone trust your credit depart- 
ment, but call your credit department 
in and find out what they are doing. 

Mr. Nay: We like the telephone. 
That is just about as good as personal 
contact. 

CHAIRMAN MITTELMAN: I agree with 
you, if you can catch them in. The 
trouble today with the telephone in the 
larger cities, Mr. Nay, is that after 
the second call she pretends to be the 
maid and so forth and so on. You are 
not the only one who is calling her. 

I will say this, gentlemen, if it is of 
any interest to you, that we send out 
our own men to call on some of these 
customers who refuse to answer the 
telephone and who refuse to answer our 
letters before we hand them over to 
the retail merchants, for this reason: 
The retail merchants take over some- 
thing to collect and you are not the 
only one they are taking it over for 
and after they have finally found the 
party they come to you and say, “Are 
you willing to spend $7.50? We may 
get judgment.” 

We say, “When you get judgment 
then what?” 

“Then we may not be able to collect.” 
Then we say, “Let’s forget about it and 
keep after them.” The idea today is 





that you must use your noodle. You 
can’t go along on straight-lasted meth- 
ods of the past. You have to keep in 
touch with your people and coax them 
for $1, $2, $3, or $5. 

Our accounts have never been in bet- 
ter shape than they are today because 
we are careful and because we work. 
That is the reason and no other. 

Mr. LIPPMAN: Would you consider 
an account that always owes you ap- 
proximately $250 and never pays more 
than $25 a month a good account? 

CHAIRMAN MITTELMAN: It would 
take 10 months to clean up. 

Mr. LIPPMAN: They keep on buying 
and it is always around $250, but they 
always pay $25 a month. 

CHAIRMAN MITTELMAN: You are 
turning that customer once a year, ap- 
proximately. If you are making enough 
money on $250 a year, I think it is 
good business to carry her. If you don’t 
think it is good business, there are a 
lot of angles that enter there. Is the 
customer troublesome? Is she a com- 
plaint customer? Is she the type that 
got into $250 and can’t get out? I 
would continue with her, because if you 
shut her off you are shutting off the 
$250 worth of business. 

Mr. LIPPMAN: She is not complain- 
ing, but she is a little extravagant. 

CHAIRMAN MITTELMAN: Are you 
complaining? 

Mr. LIPPMAN: No. The only com- 
plaint I have is that she is not paying 
enough. : 

CHAIRMAN MITTELMAN: You are 
doing a cash business with that cus- 
tomer and you are carrying her on the 
books for $250, plus the cost of book- 
keeping, plus the cost of the 6 per 
cent it cost you to borrow in the bank, 
if you know the banker very well. 

Forty-five collection is good collection 
on your accounts, current and past, per 
month. If you get 42 per cent you 
are doing a good job. It depends where 
you are located. We figure a turnover 
every three months. 

Mr. LIPPMAN: What are your losses, 
approximately, on volume of credits, 
not on total volume but volume of 
credits? 

CHAIRMAN MITTELMAN:. Let me say 
this on the loss of credit: If you are 
doing business on a logical and proper 
basis today you set up a reserve for 
your credit. All successful houses do, 
regardless of the nature of the business. 
The set-up should be 2% to 3% per cent, 
depending upon the kind of people you 
are doing business with. 

Mr. LIPPMAN: On credit or total 
volume? 

CHAIRMAN MITTELMAN: On total 
volume of credit. A reserve should be 
set up. You will never lose beyond 
1% per cent. We don’t lose that, but 
we do set up a 2% per cent for losses 
if they should occur and then at the 
énd of the year we find that we have 
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a little money coming from that budget 
we set up in reserve and we are way 
ahead of the game because that is part 
of an expense. 

Mr. LIPPMAN: Up until recently the 
approximate loss of department stores 
didn’t amount to very much. Under 
present conditions people that used to 
pay are not in position to pay now 
and they are not paying. I think this 
year it will be about 10 times as much. 

CHAIRMAN MITTELMAN: No, it 
wouldn’t. I will say this: You have 
to hit from different angles. If you 
are going to charge off an account that 
hasn’t paid you in six months, a year, 
or a year and a half and you consider 
it a loss, you perhaps will show a loss 
of around 2% to 38 per cent. If you 
take into consideration the collections 
made on such accounts and credit them 
to and through your reserve, you will 
find it won’t amount to over 2 per cent. 

You can’t control what you don’t 
know. It doesn’t make any difference 
why you don’t know it. If you know 
that this man has a good job and that 
he has been paying, you let him have 
merchandise. If he is out of a job and 
you let him have the merchandise, he 
is putting one over on you. 

Mr. PAuL O. KUEHN: That is some- 
thing new now. Credit men would have 
to go over them closely. 

Mr. LIPPMAN: Would you credit a 
man who only has a job about five to 
ten days a month? We are in a mining 
town and the miners are not working 
now. We havea little tax money. We 
collect taxes from the mining compa- 
nies and from the village and township 
—approximately three or four million 
dollars a year. They give the working 
man as much as they can under the 
circumstances. Right now they only 
give them a week’s time—five days a 
week. Some of them get two weeks or 
ten days a month. Would you open 
an account with people like that? 

CHAIRMAN MITTELMAN: I doubt if 
I am qualified by virtue of lack of ex- 
perience in dealing with people of that 
type and kind to answer that question. 
I think that depends a great deal upon 
the person in the particular vicinity 
where this condition is. 

Mr. LIPPMAN: Isn’t that condition 
all over the country at the present 
time? 

CHAIRMAN MITTELMAN: I doubt very 
much if a merchant knows if a person 
involved in this account is working only 
one-fourth of the time, as you put it. 
If the merchant knows that, I doubt 
if he will go along with that person 
on the same basis of credit. You must 
limit your customer to what you think 
he is morally and financially respon- 
sible for. That is a job of the credit 
department. That is the part they 
must intimately know, and it is very 
important today that you should have 
such people. You may think it is an 
expense, perhaps, to have a man. 

Mr. PAULy: Those individuals should 
be given a limited account with the 
proviso that they pay a certain amount 
on that account each month. 
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She Yew Castle 


he Casler Alling 


Navy H3lue 


Buccaneer, No. 1312 
A staple navy 


Ocean Blue, No. 1350 
A navy with a violet cast 
to blend with the new costume blues 


Beige 


Ormond, No. 800 
To wear with the increasingly 
popular string shades 


White 


The volume for summer 








Ethan C., lie 





Samples by request to Sloss 1762-100 Gold Areet, New OLS 
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Cheap Merchandise, Sold Without 
Profit, Spells Economic Serfdom 


Are factories producing goods mere- 
ly to be warehoused or to be sold be- 
low cost? Are merchants still giving 
preference to the cheapest and least 
profitable lines? Then we are through. 
There is no governmental action that 
can keep us going, except as serfs. 
Every reputable company that could 
advertise now, and does not advertise, 
is hastening the day of serfdom for us 
and for all its own members, straight 
up to the top. 

We are not through, of course. Out 
of the black bog into which we have 
blundered, and from which we have so 
far tried to extricate ourselves by 
wriggling further down into the mire, 
some very interesting people are going 
to emerge. They always do. In poli- 
tics we call them Caesar, or Charle- 
magne, or Cromwell, or Lincoln. Each 
fits his time. In retailing we call 
them A. T. Stewart, or Marshall Field, 
or John Wanamaker, or Rowland H. 
Macy, or Montgomery Ward. I need 
not prolong that list. Somebody of 


similar caliber is going to emerge very 
soon. It is depressions like the pres- 
ent one which give such men their 
start. 








By HARFORD POWEL 


I don’t care what tools the great 
merchant of tomorrow may use to at- 
tract and hold attention, and to create 
sales in ever-increasing numbers. His 
tools will be available to all. I do care 
about the spirit he will bring into his 
advertising. And here I suggest, in all 
humility, ten things he will surely do: 

1. He will advertise only profitable 
items, giving preference to those which 
increase his average price check. 

2. When all competitors are shriek- 
ing bargains, and thus canceling out 
each others’ appeals, he will get atten- 
tion by talking quietly about quality of 
goods and service. 

3. If he seems to have some fatal 
handicap he will quickly capitalize it 
—remembering how R. H. Macy made 
permanent capital out of his early in- 
ability to secure credit and to extend it. 

4. He will observe that the public 
never stops buying what it wants. In- 
stead of expensively advertising what 
he wants to sell, he will cheaply adver- 
.tise what the public is demonstrably 
anxious to buy. 

5. Knowing that newspaper space is 
precious, he will never regard it as 





large rectangles of white space to be 
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SINGLE ROOMSond BATH ... . 
* DOUBLE ROOMS andBATH .. . . from $3.50 
Specially weekly and monthly rates on application 


filled up somehow with big type and 
cuts. He will use newspaper space lib- 
erally, and give the public innumerable 
chances to get interested. 

6. By using intelligently written 
counter cards, full of information, he 
will rob himself of the alibi that his 
salespeople often say the wrong thing. 

7. When using the radio, he will ap- 
praise the value of time as the radio 
stations do, regarding every second as 
a valuable unit, and entrusting it to a 
recognized expert. 

8. In times of depression he will re- 
member that his public is far more in- 
terested in getting work than in get- 
ting bargains; instead of rebuking 
them for hoarding, he will show them 
how intelligent buying is the chief prop 
of employment. 

9. In times of depression, also, he 
will win many bloodless victories while 
his competitors are flying from the ad- 
vertising battlefield —or misbehaving 
upon it. 

10. If he is blessed with good adver- 
tising writers and artists, he will bend 
every energy to keeping them solvent, 
productive and happy. 

[TURN TO PAGE 48, PLEASE] 
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NEW YORK rho ane 


Not only does The Woodstock afford a restful, 
homelike atmosphere but its excellent location, at 
the edge of Times Square, is unusually accessible 
to New York's chief interests. It's but a few minutes 
walk to important shopping and business districts 
and Broadway with its galaxy of theatres, is at 
the corrier. Guest accommodations aie spacious 
and airy. Excellent popular priced restaurant. 


Daily Rates 
from $2.50 


WOODS TOCK 


STREET, EAST 


OF BROADWAY, NEW YORK 
A KNOTT HOTEL 
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Style No. 7993 
In Stock 


Sizes 
Widths 






Style No. 705 
In Stock 


Style No. 798 
In Stock 


Sizes 
Widths 





163 Jackson St. 
SEATTLE, WASH. 
Northwest Pacific Coast 


GENUINE WHITE BUCKS 
CLEAN WHITE BUCKS 


Marion builds ‘em right of a genuine 
white that cleans white. 


And speaking of 
"clean up" with them at 


Other whites and other sports at $2.35. Write, wire, 
or telephone for samples. 


MARION SHOE CO. 


MARION, INDIANA 


Fast Service Distributing Points 
WASHINGTON, SHOE STEWART - DAWES 
co SHOE CO., INC. 


214 E. 8th St., 
LOS ANGELES, CAL. 


"clean," you can 


SSpIs 9 


DUNHAM BROS. CO. 
BRATTLEBORO, VT. 
New England States, 
Eastern New York, and 


Middle Pacific Coast New York City 





























Now Comes Smart Style in Polish 


When I designed this bottle one 
thought was in mind: the bottle must 
have Eye Appeal. 

When merchandise of this character 
is presented to the customer, from an 


optical view, it must demand attention. | 


The entire package must look different 
than any other ordinary type of shoe 
polish package that the customer has 
laid eyes upon in the past. It must 
create a sensational impression and 
should so attract that the customer 
will want to inspect the package. 

Once this is accomplished, the sale 
is made. No woman’s vanity can re- 
sist the desire of bringing such a beau- 
tiful package into her home. I might 
also state that this bottle has possi- 
bilities of serving a double purpose— 
when madam has used the entire con- 
tents of the bottle, why not use the 
bottle in her medicine chest or on her 
boudoir table? This reason also af- 
fords an additional selling point. 

This entire package has been de- 
signed to be used exclusively by the 
Wise Shoe Company, Inc., and will be 
sold as a private brand package by us. 
The retail price is twenty-five cents. 

This idea was conceived first to be 
different than any other package in the 
shoe polish field and second to promote 
increased sales which in turn will help 
to increase profit. 





[CONTINUED FROM PAGE 36] 


This, package will be of material 
benefit to the stores from many angles. 
The salesmen can do a great deal to 
help build prestige and good will for 
their company if they will present shoe 
dressings to every customer intelligent- 
ly. Everyone making a purchase of 
shoes is a prospective customer. 

Shoe dressings should be sold to the 
customer as a service item. They should 
not be presented with the purpose of just 
making another polish sale. The sales- 
man impresses his customers with the 
fact that he is anxious for them to buy 
shoe dressings so that the shoe will have 
the proper dressing. The customer can 
honestly be assured that the polish will 
preserve the leather and keep the shoes 
looking nice and clean as long as the 
footwear lasts. 

When a salesman neglects to recom- 
mend the purchase of the proper shoe 
dressing to the customer, he is shirk- 
ing in his responsibility to the com- 
pany and he has not completed his 
service to the customer. If at some 
later date the customer is in need of 
dressing for her shoes, she is at a 
loss to know what to buy that might 
best clean the type of leather or fabric 
that her shoes are made of. Or she 
might send her little girl or boy to the 
nearest shoe repair shop. 

Shoe merchants should buy shoe 





dressing in varieties to correspond with 
the various types of shoes that they in- 
tend stocking. For example, most im- 
portant in varieties are dressings for 
the colored kid leathers, reptile and 
black and white leathers, as well as 
cleaners for fabric and linen footwear. 





Put Interest in Shoe Windows 
[CONTINUED FROM PAGE 38] 


the Orient borrowed from a steamship 
company. When the objects are timely 
and related to some current event or 
subject of interest the effectiveness of 
the display is materially increased. 

With sports shoe season and Na- 
tional Sports Shoe Week coming along, 
the field of sports offers abundant op- 
portunity for the planning of windows 
of this sort. Pictures of games and 
sports or noted figures in the world of 
sport invariably attract the interest of 
large numbers of people. This is a 
good thing to remember in planning 
sports shoe windows. A series of ,il- 
lustrations of this sort, which can 
easily be procured from newspapers or 
a news photo service, will make people 
look at your sport shoe windows. The 
photos can be enlarged at relatively 
small expense and an artist can paint 
them in with water colors. 
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Men’s Turn Oxfords 


WakKEFIELD, Mass—L. B. Evans 
Son Co. are sampling oxfords for men, 
these being made by the turn method. 
Soles are of extra thickness, and yet 
are flexible, as they should be in a 
turn shoe. Uppers are of black, tan 
and white leather, of proper patterns. 
The purpose is to provide extra light 
weight shoes for men to wear during 
the summer, or at social events, like 
dances or card parties, during the win- 
ter. 

A “shoe slipper” is another unusual 
variety of footwear in the Evans fac- 
tory. It has the parts of both, and 
serves the purpose of both. It slips 
onto the foot like a slipper, neither 
lacing nor buttoning. But it looks like 
a very low cut shoe on the foot. It 
has a fairly thick sole, like a shoe, not 
a light sole, like a slipper. It’s in- 
tended for leisure time wear at home. 
A man, wearing a pair of them at a 
card party, would feel that his feet 
were quite properly dressed. 

Yet another unusual type, at the 
Evans factory, is a “pocket pump.” It 
can be folded somewhat flat, at least 
enough so to be thrust into the coat 
pocket. A man can walk to a dance, 
and arriving there, put off his street 
shoes and put on his “pocket pumps.” 

Both these unusual types of shoes 
have their possibilities for country 
club wear, as, for instance, after leav- 
ing the locker room for the lobby or 
piazza. 


, 





Favors 30-Hour Week 


LynN, Mass.—The Lynn Association 
of Superintendents & Foremen, made 
up of practical men of the factories, 
has adopted resolutions in favor of the 
30-hour work week, five days of six 
hours, and has set forth, in resolutions, 
that the effect of such a work week 
would be “to coordinate consumption 
and production, and the effect of such 
coordination would be that every fac- 
tory, and every shoe worker, would work 
50 weeks a year, for 30 hours a week, 
to meet the demand of consumption, 
with the result that unemployment 
would be reduced 100 per cent.” 

Furthermore, the association sets 
forth in its resolution that “We be- 
lieve that the ultimate purchasers 
would be greatly benefited by having 
better shoes, with more attention paid 
to the fitting qualities, wearing quali- 
ties, comfort, workmanship and de- 
tails and, in the last analysis, it would 
cost them even less for footwear than 
it does at the present time. 

“We believe that all objections being 
raised at the present time as to the 
shoe industry being a seasonal indus- 
try, and a buyers’ market, would be 
eliminated.” 





Wins Sales Contest 


LOUISVILLE, Ky.—Fred B. Kohler, 
manager of the large men’s shoe de- 
partment in the Rodes-Rapier Co., 
men’s store, Louisville, recently was 
advised by E. T. Wright & Co., Ine., 
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Rockland, Mass., that he had won a 
$20 gold piece for the best individual 
sales record in the Wright Arch Pre- 
server Retail Sales Contest for the 
week ending Jan. 21, 1933. The prize 
arrived about the same time by regis- 
tered mail. 

Mr. Kohler in discussing the contest 
stated that during the company’s 
January sales its Arch Preservers 
were reduced, $10 and $11 shoes selling 
at $8.95. Arch Preserver advertising 
copy as supplied by that company was 
used in local papers, while postals 
were sent to all Arch Preserver cus- 
tomers telling them of the reduced 
price during the sale. Prices went 
back to regular figures at the close of 
January. 


Cheap Merchandise Spells 
Economic Serfdom 
[CONTINUED FROM PAGE 46] 


Are these suggestions too matter-of- 
fact to be brought to this sophisticated 
assembly? Do they seem to be nothing 
but horse sense, instead of brilliant 
originality? I do not apologize. I be- 
lieve they will work. I believe the next 
great merchant will adopt an adver- 
tising policy in which they will all very 
comfortably fit. 

The things accomplished by very 
great men always seem to be nothing 
but horse sense, when you look on them 
as history, and not as things which are 
still to be done. 
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Shoe Production Figures 
Analyzed by States 


WASHINGTON, D. C.—The Shoe and 
Leather Manufacturers Division of the 
Department of Commerce, Arthur B. 
Butman, Chief, makes the following 
report relative to the production of 
shoes in the United States for the year 
1932: 

“Out of 313,289,854 pairs of boots 
and shoes (other than rubber) manu- 
factured in the United States Massa- 
chusetts factories produced 73,998,038 
pairs or 23.6 per cent; New York, 68,- 
959,640 pairs or 22.1 per cent; Mis- 
souri, 36,521,776 pairs or 11.7 per cent; 
Illinois, 22,231,480 pairs or 7.1 per 
cent; New Hampshire, 20,494,399 pairs 
or 6.6 per cent; Maine, 17,928,071 
pairs or 5.7 per cent; Wisconsin, 15,- 
136,364 pairs or 4.8 per cent; Penn- 
sylvania, 14,840,018 pairs or 4.7 per 
cent; Ohio, 10,974,463 pairs or 3.5 per 
cent, and other States 10.2 per cent or 
32,205,655 pairs. 

“Massachusetts not only exceeded 
other States in total output, but manu- 
factured one-third of the women’s 
shoes or 37,510,048 pairs out of the to- 
tal 113,943,757 pairs. New York, Mis- 
souri, Maine, and Illinois manufactured 
18,189,206; 12,865,176; 10,899,017, and 
10,070,215 pairs of women’s shoes re- 
spectively. 

“Massachusetts had a slight lead in 
the production of 16,450,524 pairs of 
men’s shoes over New York, 16,085,484 
pairs. Missouri ranked third with an 
output of 12,386,283 pairs of men’s 
shoes. 

“New York, Missouri, and Massa- 
chusetts were leading producers of the 
18,100,132. pairs of shoes for boys and 
youths with respective outputs of 4,- 
681,002; 4,238,872, and 3,531,293 pairs. 

“New York held first quantity rank 
in the production of misses’ and chil- 
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dren’s shoes. The important producers 
were: New York (6,049,780 pairs); 
Pennsylvania (4,286,294 pairs); Mis- 
souri (4,050,068 pairs); Massachusetts 
(3.954,925 pairs), and Illinois (3,139,- 
925 pairs). 

“Of the miscellaneous footwear (73,- 
158,212 pairs) including infants’ shoes, 
sporting shoes, slippers and moccasins, 
etc.. New York manufactured 28,954,- 
168 pairs.” 





Sport Shoes Top Brockton 
Production 


BrockTtoN—Factories making the so- 
called popular price and medium grade 
lines have chiefly centered on men’s 
sport shoes with every indication that 
1933 is destined to witness the biggest 
sport shoe business in the history of 
shoe retailing. 

Veteran manufacturers declare that 
advance orders on sport shoe patterns 
will unquestionably bring to retailers 
and buyers the extra pairage that the 
retail field in general so badly needs. 

While the black and white pattern 
continues to lead all others, the all 
white shoe (chiefly in buck) is being 
ordered in large volume, while advance 
orders from Florida and the South in- 
dicate real interest in the ventilated 
shoe, a pattern which many factories 
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are sampling with unusually attractive 
designs and effects. 

While patterns for general sports 
wear are topping the present produc- 
tion figures in and about Brockton, the 
moccasin type golf shoe with spike and 
composition sole is designed to reach 
even greater heights than this pattern 
obtained last season. 





Col. Mercer Optimistic Over 
Quality Movement 


PORTSMOUTH, O.—Colonel A. L. Mer- 
cer, president of Vulcan Corporation, 
designers and manufacturers of lasts, 
wood heels and golf clubs, with general 
offices here, has just returned from a 
vacation spent in Miami, Florida. Colo- 
nel Mercer expressed himself as defi- 
nitely optimistic over the “back to qual- 
ity” movement now afoot in this coun- 
try. 


Slight Gain in Hides 

New YoRK—The downward trend in 
hide futures values, which commenced 
several weeks ago, was checked last 
week, and for the period ended Feb. 10 
the active positions reflected net gains 
ranging from 7 to 10 points. 

Conditions in the spot hide market 
failed to divulge any important change, 
prices remaining virtually the same as 
the previous week. 





Hagerstown Increases 


HAGERSTOWN, Mp.—The Hagerstown 
Shoe & Legging Co., Inc., has increased 
its production to 11,000 pairs daily, or 
3000 pairs daily more than it was mak- 
ing a month ago. 





Takes Over Ornament Business 


HAVERHILL, Mass.—Max M. Fried- 
man of the firm of Sibulkin & Fried- 
man, Inc., has taken over the business 
and will operate it under his own name 
at 96 Washington Street. 
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DETROIT SALES DROP WHEN BANKS CLOSE 








Detroit, MicH.—With the closing of 
all banks in this state on Tuesday by 
emergency proclamation of Governor 
Comstock, retail business in all lines 
dropped off sharply. Shoe merchants 
experienced the most severe cut remem- 
bered in the history of business. Typi- 
cal of this were reports of drop off in 
business of 70 per cent, based upon re- 
ports from a number of representative 
stores, gathered by Harry Dermer, 
manager of W. H. Bartlett Company, 
who is well acquainted in the local 
trade. 

According to Dermer, money hoard- 
ing was the immediate result of the 
bank closing. Individuals found that 
the money they had in hand was all 
that they would be likely to receive for 
a few days, and this was spent only 
for immediate necessities. Groceries 
came first, with clothing and shoe lines 
suffering as a result of the instinct to 
hold on to any available cash. There 
was no tendency to cut permanently in 
the purchase of clothing lines, from 
any available indications, but the basic 
fact of human psychology that a 
strictly limited amount will be spent 
first for food and that such occasional 
purchases as shoes will be deferred 
during the emergency, was confirmed 
by the experience. 

There was no public panic upon the 
bank closing. Especial tribute to the 
coolness of the city was paid by an 
executive of R. H. Fyfe and Company, 
the city’s largest shoe merchant. The 
attitude of waiting for an adjustment 
in a few days was general. 

The Fyfe store, representing only ex- 
clusive quality lines and with no low 
price trade, suffered a drop in trade 
probably less severe than in many 
other stores. No unusual credit ar- 
rangements were made, and no change 
in store policy was considered. The 
usual charge accounts were carried, 
and the established customer was thus 
enabled to make his purchases as usual. 
The store attitude was that “Fyfe’s 
was not in the banking business,” but 
that all possible and customary cour- 
tesy would be extended to individual 
customers. A trip through the eight 
floors of the Fyfe store showed from 
a few to several customers in every 
department, at a time when smaller 
stores were entirely vacant. 

Through the activities of the retail 
and wholesale merchants’ associations, 
affiliated with the Chamber of Com- 
merce, general acceptance of checks 
for all known and reputable customers 
was followed by larger stores in all 
lines, and determined efforts to keep 
business up to a fair level were evi- 
dent. This policy, typically outlined 
by Russek’s, brought customers into this 
store after the first day in fair num- 
bers. The cash saving idea was gen- 
eral, but many individual cases have 
occurred where customers with charge 
accounts have allowed friends who or- 
dinarily would not think of the matter 





to use their charge accounts as a con- 
venience. Checks are accepted here, as 
at other large stores, following the lead 
of the merchants’ groups, only for the 
amount of the purchase. Excess cash 
is not given out, as all stores are fol- 
lowing the cautious policy of saving 
available funds for future change needs. 

The report of the shoe manager of 
one of the largest department stores 
showed a radical drop in sales the first 
day, but no subsequent daily drops of 
consequence, and an actual increase in 
sales on Thursday when the banks were 
allowed to pay depositors one-twentieth 
of deposits upon demand. Genera! 
public confidence in most local banks 
had been restored by that date. The 
department store policy was to con- 
tinue business as usual, with very 
slight cut, if any, in advertising. The 
men’s shoe department sold better than 
had originally been anticipated during 
the bank closing. 

Similar reports came from smaller 
stores and from chain (cash) spots. A 
Tom McAn store reported business by 
Friday night nearly back to normal. 
The first day’s drop was drastic, as 
exemplified by a smaller downtown 
store in an excellent location, where 
not a single customer came in for the 
day. 

The wholesale situation was not con- 
sidered serious. A general policy of 
check acceptance was not very popular 
among shoe men, but practically all 
shoe buying has been upon a hand-to- 
mouth basis, so that no cancellation of 
advance orders has been reported. On 
the other hand, as evidenced by Jack 
Howard, representative of the Brown 
Shoe Company, store operators have 
definitely stated they were out of the 
market for the period of the bank holi- 
day. 

Detroit and Michigan have experi- 
enced no panic. The bank holiday to 
prevent a run upon one of the largest 
banks and time for readjustment is 
generally approved by local press and 
popular opinion, both from the man in 
the street and business men. Shoe mer- 
chants, like other business men, are 
just following the policy of waiting for 
this to expire and business to resume 
normal. Barring unexpected develop- 
ments, this should occur early next 
weeek. 

Store owners have been helped 
through the situation by general easing 
upon bill payments, since only cash 
funds are available. Rents and con- 
tract payments and all public utility 
bills have had a practical moratorium 
for the duration of the holiday. 





Gastrock Retiring 


New ORLEANS—Harry N. Gastrock, 
3120 Magazine Street, retail shoe mer- 
chant, is disposing of his stock. Mr. 
Gastrock has made no plans as yet for 
the future. ‘ 
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Elected Vice-President 





HERBERT LAPE, JR. 
Vice-President and Sales Manager, the 


Julian & Kokenge Company, Columbus, 
Ohio 


At the recent stockholders’ and direc- 
tors’ meeting of the Julian & Kokenge 
Company, Mr. Herbert Lape, Jr., was 
elected vice-president. Mr. Lape is also 
sales manager of the Julian & Kokenge 
Company. 

Mr. Lape, Jr., has recently returned 
from a trip into five States in the South 
and Southwest and rendered a report 
that on account of the revival of pur- 
chases on the part of merchants and 
the public’s interest in quality foot- 
wear, the company’s business now indi- 
cates that a moderate increase will be 
effected for this Spring’s run. 

Mr. Lape, Jr., has won his spurs and 
is receiving the congratulations of his 
many friends. 


Paine Succeeds Ladd 


SoutH BraIntTREE, Mass.—A. L. 
Paine, formerly connected with the 
B. A. Corbin Co. of Marlboro, Mass., 
has succeeded Charles Ladd as head of 
the fitting department of the Brain- 
tree Shoe Co., South Braintree, who re- 
cently resigned. Mr. Paine has a wide 
knowledge of shoe manufacturing, hav- 
ing been identified with the Stone Tar- 
low Co., and prior to this, with the 
firm of Churchill & Alden. 





Southwick Buyer for White 


House 


San FRANcIScO, CaL.—The upstairs 
shoe departments at the White House, 
San Francisco, are now in charge of 
J. I. Southwick, for more than 13 years 
with Sommer & Kaufmann, Inc.; later 
with Roos Bros. Mr. Southwick will be 
the buyer for both the women’s and 
children’s shoes. 
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Schiff Co. Holds Conference 


CoLuMBus, OHI0O—The annual spring 
sales conference of about 50 super- 
visors, district managers and heads of 
some of the larger units of the Schiff 
Co. was held at the Deshler-Wallick 
Hotel here the latter part of January. 
The conference lasted for a week and 
was presided over by Al Schiff, head 
buyer and Jule Marks, assistant buyer. 
Robert Schiff, president and treasurer 
of the company welcomed the conferees 
and gave an inspiring talk. No rep- 
resentatives of shoe factories were 
present. Plans for the spring and 
summer seasons were outlined. Oscar 
Musinsky, head of the Boston buying 
office attended the conference and spoke 
on style trends. The Schiff Co. oper- 
ates a chain of 182 retail units, many 
of which are leased departments in dry 
goods and department stores. 


Swiss Style Sandals 


Boston, Mass.— Thayer, McNeil 
present for spring Swiss style sandals, 
whose low side walls are full of leather, 
no opening to let in dirt from the 
street, the vamp having an inset oi 
woven leather, of about the size of an 
inset in a moccasin vamp, and there 
being weavings of leather in the front 
strap as well as along the quarter. 
Leathers include blacks, browns, blues, 
grays and whites. 








Owens’ Arch Corrective Compos 
are widely known as excellent 
fitters and shoes of all ’round 
sound value. They are made of 
Kid, Patent or Calf in A to E, 
priced to allow a proper profit 
at $2.00 retail. 





OWENS SHOE CO. 


LYNN, MASS. 


Tasseled Ornaments 


Boston pumps are trimmed with a 
shiny ornament of metal on the side 
walls, and tassels dangle from the or- 
naments—these are shown beside ties 
that are fastened with laces having 
tassels on their ends. 


A Brick a Day Didn’t 
Keep the Cops Away 


LOUISVILLE, Ky.—William McKinley 
May recently developed a great idea 
of trading Preston street merchants, 
bricks for shoes, without their knowl- 
edge or consent, plus the damage he 
did to their store windows. Fourteen 
pairs of women’s shoes were removed 
from the shop window of David Small, 
306 South Preston street; and the 
Gendarmes charged him also with hav- 
ing left a brick in the window of Joe 
Reed, 222 South Preston street, where 
six pairs of shoes were removed. 

The police rounded up May and re- 
covered the shoes. Judge Starck set 
his bond so high he will most likely 
remain in the city Bastile until join- 
ing the “Striped Suit” gang at the 
Frankford penitentiary. 

The results are that the police have 
the shoes, the merchants have the 
bricks, Judge Starck has the last word; 
and William has a lot of explaining to 
do. His idea really didn’t prove up.as 
being at all good. 
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Loses Suit Against Shoe Store 


New Lonpon, Conn.—A decision of 
interest to all shoe retailers was handed 
down in Common Pleas Court here Feb. 
1 by Judge Charles B. Waller, who 
found for the defendant in the $1,000 
suit of Christopher Paul of New London 


| against the John Irving Shoe Stores, 
| Inc., of this city and Hartford. 


Paul sought to recover for injuries to 
his feet which he claimed had been 
caused by shoes bought at the local store 
of the defendant corporation. He alleged 
that he ordered size 6-E, was sold a 
pair and that after wearing them for 
two hours his feet hurt so badly that 
he had to take them off. 

Then, the plaintiff claimed, he dis- 
covered they were size X-6 instead of 
6-E, and he took them back to the store. 
The store manager, Paul declared, told 
him to. keep on wearing them and they 
would not hurt him. The complainant 
alleged, however, that the large toe of 
his left foot became infected. 

In his decision Judge Waller found no 
liability on the part of the shoe store, 
and gave his verdict for the defendant. 


95 P. C. Pig 


PeaBopy, Mass.—Essex Tanning Co. 
running as high as 95 per cent on pig, 
wild pig stepping high, it’s grain being 
stronger than that of tame pig—colors 
white, natural, blue, beige and gray. 













“57% WHITE” REPORTS MIAMI FASHION SURVEY 





MIAMI, Fia.—An interesting fashion 
story comes from R. A. Trovillion, man- 
ager of the Miami Walk-Over Shoe Store 
on Flagler Street—interesting because 
it shows on a percentage basis what 
the style trend is in the South. And 
it is an acknowledged fact that what 
leads in Miami in January is pretty 
sure to be the most popular numbers 
in the North during the Spring and 
Summer months. 

During the month of January, 57 per 
cent of the sales of women’s shoes were 
white. Beige were second, showing a 
17 per cent volume. This was for the 
dress or spectator shoe. For active 
sports wear the sales volume amounted 
to 10 per cent of the total. 

The 1933 Walk-Over Cabana has 
been received with great favor, the 
graceful fern-like motif of the open- 
work, traced out by two-tone stitching, 
and made up of a thousand perfora- 
tions of various sizes and shapes, ap- 
pealing to the woman who is looking for 
something smart as well as comfortable. 
The “lace in leather” motif of 1932 was 
popular for the same reason, and so 
the new fern leaf perforation will be 
even more so if the Miami sales are a 
true indication. 

One reason for the popularity of this 
model may be ascribed to the matching 
handbags which are offered in envelope 


or pouch style, of the same skin as that 
used in the shoe and decorated with 
the same perforated motif. These bags 
are in white or beige, and retail for 
$2.95. The white bags have met with 
such favor as to make reordering nec- 
essary. The bags are well made, clever 
in design, and there is no question 
about bag and shoe being a perfect 
match. 

Men are buying plenty of sport shoes, 
58 per cent of all January sales being 
of this type. The punched or ventilated 
show leads all others, and the two-tone 
black and white and brown and white 
are best sellers. In plain colors black 
shoes are slightly in the lead over tan 
or brown. There may be a reason for 
this in the fact that many men today 
are compelled to watch their personal 
budget closely, and a black shoe is a 
little more practical than a brown. For 
instance, an all-black may be worn dur- 
ing the day and again in the evening, 
whereas if the owner of but one pair 
of shoes selected a brown, there would 
surely come some occasion when he 
would of necessity be compelled to pur- 
chase a pair of all black for evening 
wear. 

This season shows an increase of 20 
per cent in sales of women’s shoes, but 
no advance in volume of sales of men’s 
footwear. 








Perforated Footwear Showing 


BALTIMORE, Mp.—Evidently follow- 
ing the suggestions of stylists at the 
recent convention of the Middle Atlan- 
tic Shoe Retailers’ Association, shoe 
merchants and shoe buyers of depart- 
ment stores have launched an early 
drive on perforated footwear for wom- 
en, which stylists and other shoemen 
at the convention forecast as one of the 
outstanding styles for the new spring 
season. The local shoemen are featur- 
ing this new spring style in both pump 
and strap effect in brown pigskin calf, 
black calf, black kid and other shades 
and leathers. It is too early to predict 
how Baltimore women will take to this 
new spring footwear innovation. Shoe- 
men, however, are confident a good 
early turnover will be experienced. 





Active Growing Girls Section 


Cuicaco—Blue kids will be more in 
demand than usual in the growing 
girls’ department at Marshall Field & 
Company’s; brown will probably run 
about as usual; whites will be a lot in 
demand, is the report here. 

Many women are finding their way 
to this department, it is said, in order 
to find comfortable shoes that are not 
corrective but that have low heels. They 
“come without calling,” often. being at- 
tracted to buy their shoes here through 
the shoes that their daughters or other 
young friends buy. 





For this reason several lines are 
carried which are suitable for growing 
girls’ wear but which are not too juve- 
nile in style for women’s wear. 





New ‘“Week-Enders” 


Boston, Mass.—Filene features 
week-end oxfords of a new class, these 
being sport oxfords of substarice, 
especially the soles. They’re intended 
for those Bostonians who are going 
for week-ends to summer places, like 
camps and hotels, starting even as 
early as Washington’s Birthday. Some 
have been doing this since the auto- 
mobiles made ‘transportation easy to 
homes along shore or in the rural 
regions. It’s only lately that the shoe- 
makers have thought to bring out a 
special line of shoes for these week 
enders. 


Steamer Styles 


Boston, Mass.—E. T. Slattery Co. 
presents steamer styles, or shoes for 
those going on winter cruises to the 
tropics, or the resorts of Florida. Deck 
shoes are among them, such as white 
buck, oxfords, with leather soles and 
heels, also blue kid ties, white stitched, 
all white ties for shore wear, snake 
skin pumps for dress, and open weave 
pumps and ties of various patterns. 
Bags to match go with these shoes. 
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Gray in Demand 


CHIcaGo—Grays are in much demand 
right now at Cutler’s, is the report by 
Ray Mann. But it is expected that 
they will be entirely out by Easter. 
Parchment and blue will probably con- 
tinue to sell until the middle of May, 
when all colors will give way to an- 
other tremendous white season, he 
thinks. There will be volume selling on 
water-snakes until April. 

Wide T-straps are not in demand 
with the patrons of this house, says Mr. 
Mann, women having not taken to 
them, preferring something daintier. 
There is some display of these in the 
windows but they will not be re- 
ordered. 





Predicts Sale of New Shades 


CoLumsus, GAa—That smart new 
colors will be much in demand with 
women’s shoes this Spring is the opin- 
ion of Joe Crane, manager of the wom- 
en’s shoe department of the Kayser- 
Lilienthal Company, of Columbus. Mr. 
Crane predicts a good sale of the new 
graymist, faun, corosian sand and other 
delicate shades for shoes. At present 
he reports patent leather and black 
kid as best sellers, followed by gray 
and navy blue. He anticipates a good 
Spring business. 


Ghillie Sandals 


Boston, Mass.—Jordan’s shows. ghil- 
lie sanda's, a new high type of women’s 
shoes for early spring. These have a 
high tongue in front, and straps from 
the side ride uncommonly high over the 
instep to the tongue, and they are laced 
over the tongue with a heavy corded 
lace, having tassels on the end, the 
laces passing through loops in the 
leather of the straps, as in Wales ox- 
fords. These sandals are made of all 
the fashionable leathers. The high rise 
of the fronts of these ghillie sandals 
is one of their main features of fash- 
ion. 








Real Mirror Finish 


Boston, Mass.—Coward’s _ store 
showed a real mirror finish on shoe 
bottoms last week, possibly without 
an intent to do so. Men’s oxfords, 
with shiny black bottoms, were shown, 
soles up, in the window, and they re- 
flected the red of the Neon sign lights 
like as if they were a mirror. Many 
a shopper stopped to look at the re- 
flection. 


Plenty of Holes 


BostoN—More holes than a sieve is 
the phrase that fits some new shoes at 
White’s, and the holes each are finer 
than those that anybody ever saw in a 
sieve. Each looks to be about the size 
of a mosquito bite. They’re driven 
through the leather linings as well as 
the leather vamps. “Thousands and 
thousands of holes,” says the sign on 
the shoes. 
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Miller to Open Own Store 


BALTIMORE, Mb. 
—Earl A. Miller is 
to open an exclu- 
sive French 
Shriner & Urner 
store here about 
March Ist, in a lo- 
cation that has 
been a shoe store 
for the past 40 
years. The room 
at 111 E. Balti- 
more Street was 
originally operated 
as a shoe store by 

Mr. Urner, one of the founders of 
French Shriner & Urner. Later he 
transferred his interests to the Wyman 
Shoe Co., who maintained a branch 
men’s shoe store there for many years. 
This same site has been now acquired 
by Mr. Miller. 

For the past two years Mr. Miller 
‘has been manager of the French 

Shriner & Urner store in the Channin 
Building, New York City. He origi- 
nally started with this company as er- 
rand boy in the Madison Avenue shop 
and has worked himself up to his pres- 
ent position through his own efforts. 





E. A. Miller 





L. B. Russell Made Douglas 


Executive 

BrockToN—Lawrence B. Russell, re- 
cently elected a director of the W. L. 
Douglas Company, and a grandson of 
the founder of this well-known com- 
pany, has been appointed general office 
manager under the reorganization 
plans recently instituted by acting- 
President Bartlett. 

Mr. Russell takes his new office with 
a broad knowledge of financing and 
merchandising, which he acquired in 
other fields. He is a graduate of the 
University of Pennsylvania, and has a 
wide knowledge of merchandising and 
sales promotion. In addition to his 
new duties as office manager, he is 
clerk of the corporation, and assistant 
treasurer. 





Gardner Succeeds Conrad 
Peterson 


BrockToN, Mass.—Frank W. Gard- 
ner, well-known. in South Shore manu- 
facturing circles, has succeeded Con- 
rad Peterson, formerly in charge of the 
cutting department of the Brockton 
Co-Operative Boot & Shoe Co. Mr. 
Peterson is the son of Lars Peterson, 
former general manager of this well- 
known company, who recently resigned. 





Goes With John E. Lucey Co. 


Mippiesoro, Mass.—Joseph Hanni- 
gan, for the past two years associated 
with the Mayflower Men’s Wear Cor- 
poration, Kingston, has resigned to 
head the stock fitting department of 
the John E. Lucey Shoe Company at 
Middleboro. 
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SENECA 
No. 51251—Genuine Pigskin. 
AA-C. 


Stocked 


Thirty-Five 
JUNIOR 


SPORT SHOES 
In Stock 


The broadest line we’ve ever of- 
fered to meet a greatly increased 
demand — both for low-heeled, 
rubber-soled sport shoes and 
Write 


Robinson - Bynon value. 
for complete catalog. 


No. 51304—Brown Calf, Genuine Pig- 
skin Trim. Stocked AA-C. 


ROBINSON-BYNON SHOE CO. 


Auburn, New York 


TRUE STEP 














MAXWELL 


No. 51286—Smoked Elk, Brown Galt 
rim 
No. 51267—White Elk, “Black “Calt 


rim. 
No. ea Elk, Brown cd 
rim. 


Combination Last 


$4. 


Retail 


ee 






COMBMmATION LAST 


ARCH SHOE 





PUNCH 
No. 51267—Smoked Elk, prewe Galt 
Trim. Stocks d A 
No. aie 2 = Elk, fey “Call 

Trim. Stocked AA-C. 





NATTY 


@ No. 51300—Genuine Pigskin, Srowe 
Calf Trim. Stocked AA-C. 


Stocked 
Stocked AAA-C. 
Stocked AAA-C 





Welt Arch Shoe 


5D. 


Retail 
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“The Heck 
that Wont (Peel 


] ; N The breasting of ordinary cuban heels usually 
Tl loosens at the edges, becomes frayed, and gives 


a shoddy appearance. 

On the TWIN-TUX heel the breasting material 

and heel cover are tucked and securely cement- 

ed into a slot on each edge of the breast. The 

result is a heel that looks neat and stays neat. 
a nme x there! Also ... the use of breasting colors that har- 
poy vo Maat s monize with heel covers, or with the uppers of 

the shoe, offers an unusual opportunity for 
originality. 
Mears offers you this new TWIN-TUX heel 
that is neater, smarter and more distinctive 
. .. to help you increase the sale of your shoes. 


FRED W. MEARS HEEL COMPANY, Inc. 


Auburn, Me. Columbus, O. St. Louis, Mo. 
Conway, N. H. Auburn, N. Y. ; Salem Depot, N. H. 








The thin lines of the cover folding just over the 
edges of the TWIN-TUX heel, and contrasting 
with the colors of the breast, produce an effect 
of lightness and grace that has instant style 
appeal. 


Affiliated Company : 
Fellows Wood Heel Co.; Brentwood, N. H. 


rane M f A y pe ‘ - 
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INDIANA BUYERS FAVOR ROLL AND PUNCHED STYLES 


3 


AT CONVENTION 





INDIANAPOLIS, IND.— Much punch 
work is evident in the Spring styles of 
shoes as shown at the tenth annual 
convention of the Indiana Shoe Trav- 
elers’ Association and the Shoe Buyers 
of Indiana. And with this punch work 
in sandals and pumps comes a roll to 
the leather that resembles the wild sea 
waves when the tide comes in. 

The style show was held on an il- 
luminated runway with living models. 
The Rich-Vogel Shoe Company of Mil- 
waukee, Grove’s Shoe Company of Chi- 
cago and the St. Louis Shoe Manufac- 
turing Company were some of the firms 
displaying advanced modes in the roll 
and punch shoes and sandals. Open 
work will be as common, if not more 
pronounced, in shoes than heretofore. 

Tan shades predominate for street 
and sports wear, while many black 
pumps are shown with the roll effect. 
The sandal fad of 1932 continues in 
sport and beach wear. Simplicity in 
shoes without glaring overtones of 
color are highlights of interest in the 
leather shown. 

An attack on the sales tax as a fac- 
tor that would cripple business and 
affect adversely the man with the small 
income was made Monday by W. E. 
Balch, managing secretary of the Mer- 

chants Association of Indianapolis. 

Outlining the history of the sales tax, 
Balch said that to many the sales tax 
was a new idea, but it really was no 
noble experiment. “It has been tried 
in foréign countries with no success, 
and failed in many States in the Union. 


It discriminates against the man with 
a small income, and an army of officials 
would be needed to collect it. The 
State has no right to penalize the re- 
tail merchants to the extent of putting 
them out of business.” 

B. C. Bowen, western representative 
of the Boor AND SHOP RECORDER, Chi- 
cago, described youth as “coming out 
of the hills” to beat depression. “The 
greatest battle toward recovery is being 
waged in small towns,” he said. 

Dr. C. O. Lee, Chicago, discussed the 
“Human Element in Selling.” He said 
that forced salesmanship is nothing 
more than a mild form of insanity. He 
described the different types of people 
and the method required of selling each 
type. 

George J. Marott, Indianapolis shoe 
merchant, advocated establishment of 
silver on a more proper ratio with gold 
as a means of bringing the nation out 
of the depression. 

The joint meeting of the two asso- 
ciations which marked the annual shoe 
buyers’ exhibit of 75 lines of footwear 
was attended by approximately 500 
persons. The convention closed Tues- 
day night with the annual ball in the 
assembly hall of the hotel. 

The Shoe Buyers of Indiana and the 
Indiana Association of Podiatrists met 
at the same time. The shoe men had 
no formal meetings, following their 
usual custom of transacting all neces- 
sary business at luncheons held each of 
the two days. 





Joe Ryan Heads Ohio Valley 


Association 


CoLumsus, OH10—The highlight of 
the final session of the Ohio Valley Re- 
tail Shoe Dealers Association at the 
Deshler-Wallick Hotel, Feb. 14, was the 
adoption of a strong resolution calling 
on members of the Ohio General As- 
sembly to refuse to enact the proposed 
general sales tax, now pending before 
that body. Of the several measures 
pending, the resolutions expressly re- 
ferred to the Spacht Bill, making the 
rate 2 per cent on all commodity sales. 

It was pointed out that many of the 
retailers, who have been experiencing 
diminishing sales and profits during 
the period of the depression, would be 
forced out of business by the passage 
of a sales tax. The question of having 
machinery to pass the tax on to the 
consumer was discussed, but it was the 
belief that under existing measures 
that could not be done. 

The association voted to turn over 
the executive duties of the association 
to the Ohio Council of Retail Mer- 
chants. Previously the association had 


been affiliated with the council but had 
its own offices, etc. Now the identity 


but all financing will be done by the 
council. 

Plans for a membership campaign to 
cover the State were discussed, but no 
final action was taken. 

Exhibitors, who numbered 71, repre- 
senting practically every large line and 
many of the smaller lines of the coun- 
try, were generally pleased with the re- 
sponse from retailers who attended the 
convention. 

The nominating committee, headed 
by George Doerman, Cincinnati, sub- 
mitted the following list of 15 direc- 
tors to serve for one year: W. B. 
Sweet, Warren; A. Thirkield, Frank- 
lin; Austin Hermann, Chillicothe; J. C. 
McGrew, Marietta; F. W. Abbott, New- 
ark; Cleve C. Hall, Youngstown; Rob- 
ert Vestal, Elyria; George J. Bunn, Sa- 
lem; Kenneth Ransom, Mt. Vernon; 
Geerge Doerman, Cincinnati; Peter 
McHenry, Zanesville; B. A. Roller, 
Ashtabula; Ralph W. Taylor, Colum- 
bus; J. H. Roberts, Cleveland, and 
H. E. Nay, Wheeling, W. Va. 

The board in executive session 
elected Joe Ryan, Columbus, president; 
F. W. Abbott, Newark, vice-president, 
and George J. Bunn, Salem, secretary- 
treasurer. C. E. Dittmer, who has 
been executive secretary for 10 years, 





of the association will be maintained, 


will be continued in that position. 
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AULT 
SHACKFORD 


® 
WELTS 
and SILHOUWELTS 


to retail at 


"4 and eo 


Let these shoes solve your 
biggest problems in 1933. 
More new customers—fewer 





lost sales — more repeat 





Sales. 





tion. 


pump. 
Cc 


10. 








TO RETAIL AT 
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AIR TRED 


a welt feature shoe with 
patented comfort construc- 
35 styles from cor- 
rective arch types to con- 
servatively smart patterns. 
In stock. 


AAA to EEE— 


22 to 10. Priced $2.85 to 
$3.25. 





No. 997-9 Byrd blue FIFI 
In stock AAA to 
veteceeusoeeaeeguens $3.15 
Silhouwelt 
Also stocked in White Kid 








TO RETAIL AT 


"4 
ANN ELISE 


32 styles of welt and silhou- 
welt construction ranging 
from corrective types to con- 
servatively smart numbers. 
Priced from $2.40 to $2.60. 
Stocked AAA to EEE—2!/2 to 
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WHERE TO BUY 
Men’s Shoes 








Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 


SHOES 
Brockton, Mase. 























| Miguest GRADE ONLY" 


AST WEYMOUTH. MASS. U.S.A. 








THE 







SS SHOE 


Men's Fine Shoes 
|___OLD COLONY SHOE CO 
Eekeageyi | “ockton, [ apeton 











“Tlettleton, 


Shees Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
BH. W. COOK, Presidents 
Syracuse, N. 
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WHERE TO BUY 


Women’s Shoes 
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FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc 
Buffalo, N. Y. 


Both lines carried in stock. 


* FOR MEN 
j. P. SMITH SHOE CO. 
Chicago, Ill. 




















A PUZZLER 


LYNN, MASS.—One question, much dis- 
cussed here, is this: 

“How can shoe firms of this country run 
30 hours a week, if the 30-hour week is 
established by act of Congress, when shoe 
factories abroad, especially those of Czecho- 
slovakia, keep running 48 hours a week, and 
sending shoes into this country?” 

The wisest heads here haven’t yet found 
an answer, excepting for those matter of fact 
individuals who say “It can’t be done.” 














» STORE CHANGES 4 








New Montagna Shoe Store 


PORTSMOUTH, Va.—The new Mon- 
tagna Shoe Store, recently opened here, 
is a branch of the Montagna Shoe 
Stores, Inc., of Norfolk. Julius Mon- 
tagna, a junior member of the firm, will 
have charge of the store in this city, 
while his brother Frank Montagna will 
retain active management of the Nor- 
folk store. Popular-priced advertised 
shoes will be featured, such as “Bond,” 
“Abbott,” “Rogers” and “Miracle 
Arch” for women; “Concor” and 
“Wall Streeter” for men; “Kreider” 
for boys and “Comflex” for the smaller 
children. 

While this is a family shoe store, 
great stress on proper fitting is being 
made. A complete range of sizes and 
widths assures this, the management 
announces. Silk stockings were given 
to both men and women on the opening 
day, while the kiddies were remembered 
with pencil boxes. 





Opens $1.33 Department 


FLiInt, MicH.—A new, second floor 
shoe department has been opened at 
Goodman’s, 519-521 South Saginaw 
Street, which will carry shoes at one 
price, $1.33, and is equipped to serve 
30 patrons. 645 pairs of shoes were 
stocked for the opening day, Thursday, 
Feb. 8. The main floor shoe depart- 
ment, which was opened in December, 
will now stock shoes selling at $2.95 
in addition to the $1.95 regulars, ac- 
cording to H. B. Owen, shoe manager 
for the store. Mr. Owen states that 
expansion of the department was nec- 
essary @o handle the low-priced busi- 
ness, which has been much larger than 
was expected when the main floor de- 
partment was opened seven weeks ago. 





To Shift Shoe Departments 
BuFrFraLo, N. Y.—J. N. Adam & Co. 


will shift its men’s and boys’ shoe de- |- 


partment from the second floor of its 
Main street department store to the 
street floor where it will be located near 
the Washington street entrance to the 
men’s and boys’ wear division. George 
B. Sopher, buyer for these two depart- 
ments, believes that the new street floor 
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location will result in a substantial in- 
crease in sales volume because of in- 
creased consumer traffic through the 
department. 





Walter-Arterburn Incorporates 
INDIANAPOLIS—Articles of incorpora- 
tion have been filed with the secretary 
of state here by the Walter-Arterburn 
Shoe Stores, Inc., of Bicknell, Ind., 
formed to deal in a complete line of 
footwear. The corporation has an 
initial capital stock of 1000 shares, hav- 
ing a declared par value of $100 each 
and the incorporators are Lowell F. 


Arterburn, Norman fF. Arterburn, 
Howard F. Walter and Curtis W. 
Walker. 





Douglas Store Moves 


Detroit—Dermer’s Shoe Shop, lo- 
cated in the northwestern part of the 
city, has been closed. This store was 
operated by Morton S. Dermer, man- 
ager of Bartlett’s Department Store, in 
the central portion of the city. The 
northwestern store of the W. L. Doug- 
las Shoe Co. has been moved two blocks 
up the street to the former location of 
the Dermer store. 





Baltimore Store Incorporates 


BALTIMORE, Mp.—Levie’s Shoes, Inc., 
1609 Court Square Building, Calvert 
and Lexington Street, Baltimore, Md., 
has been chartered to engage in the 
footwear business. The capitalization 
consists of 100 shares of common stock, 
having no par value. The incorpo- 
rators of the concern are Louis Silber- 
stein, Harry K. Lott and Benjamin 
Speert. 





Block Chain Expanding 


SEATTLE, WasH.—The next link in 
the expanding Block shoe stores is 
planned for Aberdeen, Wash. This 
14th unit of the Northwest ‘states of 
Washington and Oregon will soon be 
opened in this important lumber city 
of Gray’s Harbor, Max Block, head of 
the chain recently stated at his head- 
quarters in the Block store on Third 
ave. near Pike street, Seattle. A man- 
ager is now being selected, and a 
strategic site is being chosen for early 
opening of the new family store. 





E. Elmer Jones Starts 

Oak Him, O.—E. Elmer Jones, who 
has been in the express and news busi- 
ness, will open a retail shoe store here 
soon. He was formerly buyer for his 
father, Evan E. Jones, who operated a 
shoe store here 15 years ago. 





New Oakland Store 


OAKLAND, CAL.—Edward Weiss has 
opened an up-to-date shoe shop at 6th 
and Market Streets, Oakland, in one of 
the well-patronized shopping districts 
of the city. 
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SMART and FASH | ONAB LE PRACTICALand DEPENDABLE 
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Modern in Construction 


Comfortable all-day, 
all-wear shoes. 





























UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Women’s Shoes 











GENUINE HAND TURNS 





No. 22108 PATENT LEATHER 
SEAMLESS OPERA 


AAAA to A 4 te 8/2 


DODGE, BLISS & PERRY ix. 


NEWBURYPORT, MASS. 
“THE CORRECT DODGE FOR ALL OCCASIONS” 








HANNAHSON’ S 


NURSE OXFORD 





No. 694... . White Linen 43 Last; 12/8 
College Heel Rubber Lifts. Combination 
Last; Widths A, B, C and D; Sizes 3 te 9. 


HANNAHSON'S 


HAVERHILL, MASS. 


The 
. Ctara Fa Shoe 
= 4. Is The Dealer’s 


Best Friend 


With No Odds 
and Ends to 
Clean Up 
Seasonally 


















Mark Downs Are Unnecessary 


SHAFT-PIERCE SHOE CO. 


FARIBAULT, MINN. 
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WHERE TO BUY 


Shoe Accessories 














Do You Know 


There are about 205,640 people employed in 
the manufacture of shoes in the United States? 








New Posner Broadcast 


New YorkK—Dr. A. Posner Shoes, 
Inc., manufacturers of children’s foot- 
wear, who for the past six months have 
been broadcasting from the Strand 
Theater, Brooklyn over a local station, 
will on and after Feb. 18 bring their 
Doctor Posner’s Children School of the 
Air to the Beacon Theater, Seventy- 
fourth Street and Broadway, New York 
City, and broadcast over station 
WMCA each Saturday at 12.30 p. m. 

Doctor Posner’s Children School of 
the Air has become quite an institu- 
tion with the kiddies of this section. 
First started as an aid for Posner deal- 
ers it has developed into quite a popu- 
lar feature. These performances many 
times draw almost two thousand chil- 
dren and parents. 

This School of the Air features tal- 
ented children who are recommended 
by the Posner dealers. This talent is 
first given an audition and if satisfac- 
tory the child is permitted to broadcast 
during the Posner hour. 

Those attending the Posner Children 
School of the Air in addition to the 
broadcast of the talented children also 
see an entire performance of comedy, 
feature picture, news reel, etc., and in 
addition each child as it leaves the 
theater is given a bag of goodies con- 
sisting of various types of candies. 

Admission to the theater can only 
be secured by children going to the rec- 
ognized Doctor Posner agent in their 
vicinity, who in turn gives them a mem- 
bership card which entitles them to ad- 
mission. 


New Line Well Received 


CoLumBus, OHI0O—The Walker T. 
Dickerson Shoe Co. reports a most sat- 
isfactory reception of its new corrective 
line of shoes marketed under the name 
of the “Archlock.” This line is fea- 
tured in a new catalog issued by the 
company. 

The factory is being operated at a 
rate of more than 800 pairs daily and 
by March 1 it is believed the maximum 
production of 1000 pairs daily will be 
reached. 

Walker T. Dickerson, president of 
the company, recently visited many of 
the larger cities of the country, includ- 
ing Chicago, Cincinnati, St. Louis, 
Cleveland, Detroit, Buffalo, Rochester, 
Boston, New York and Philadelphia, 
and finds a better feeling among retail- 
ers, especially those handling a better 
line of footwear. He reports that the 
public is realizing that if it wants good 
shoes, it must pay for them, and thus 
the cheaper lines are not as popular 
as was the case a year ago. 
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Introduces New Moccasin 


BrocKTON—A new and novel reen- 
forcement in a hand-sewed moccasin 
has been perfected and patented by 
Clinton F. Bows of the C. F. Bows 
Shoe Co., Brockton, Mass., with every 
indication that its creator has suc- 
ceeded in perfecting a construction fea- 
ture which the shoe trade in general 
has looked for many years. 

The new type of construction, as per- 
fected by Mr. Bows, prevents the break- 
ing or loosening of the seam with the 
natural bend of the foot. The moccasin 
has a quarter lining which is extended 
past the vamp line in a circular shape 
stitched on to the vamp and to the 
hand-sewed seam beyond that point in 
the shoe that frequently breaks. 

Mr. Bows is of the opinion that if 
more care was devoted to the reen- 
forcement of moccasins such as he has 
perfected, that many complaints aris- 
ing from this type of shoe would be 
eliminated and the moccasin business 
in general would show a decided im- 
provement. 





Gives Picture Puzzles 


Boston—Douglas stores have pic- 
ture puzzles, these being pictures of 
Hon. W. L. Douglas as he was at seven 
when he started to learn his trade by 
pegging shoes by hand. He works in 
a shop of the barn chamber style (in 
the hay loft), and he drives wooden 
pegs ihto the leather with a broad- 
faced hammer in his hand. He works 
on an old-fashioned shoemaker’s “seat,” 
and by his side is a shop tub, in which 
soles were soaked to temper them. Also, 
there are handy edge-finishing irons, 
and a kerosene lamp on whose chimney 
of metal the irons were laid to be 
heated, preparatory to putting a gloss 
on the edges of the soles. Shoemaking 
has changed a deal since then. But 
picture puzzles are as popular as in 
days of old—one puzzle given with each 
pair of boy’s shoes. 





Developing New Corrective Shoe 


Lynn, Mass.—Owens Shoe Co. at 
585 Essex Street is developing some 
new ideas in arch-supporting shoes as 
made by: the adhesive process, and, also, 
is making street and house shoes by 
the same process. After a brisk run 
on slippers, as made by the adhesive 
process, the Owens Company continues 
to make slippers with uncommon brisk- 
ness, @ circumstance which may be due 
to the popularity of .picture puzzles, a 
pastime which keeps lots of folks at 
home, taking their ease in slippers 
while they puzzle over the puzzles. 





Now Making Welts 


Lynn, Mass.—Melanson Shoe Co. of 
206 Broad Street, makers of shoes for 
growing girls, have added “walking 
welts” to their production, these being 
Goodyear welt shoes for women who 
walk much. Demand for these is re- 
ported to be increasing. 
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DEALER a 
COOPERATION 


Conditions at present make it not only desirable but advisable for all merchants 
to protect their credit standing. Manufacturers, likewise, are equally inter- 
ested in having them do so. Adequate lines of credit, based on conditions 
in each individual case, can best be considered and established when complete 
facts are available. 


Careful planning, actual figures, plus good business judgment, are essential for 
the success of any business. Changes have been so rapid that once-a-year 
check-ups are no longer sufficient. 


Therefore, the undersigned urge that you: 


(1) Take a thorough, semi-annual inventory of 
stock on present-day values. 


(2) Carefully analyze and age your accounts 
receivable. 


(3) Prepare a balance sheet setting forth present 
conditions. 


(4) Prepare detailed operating statement for the 
past six months. 
(Preferably through some reliable accounting firm) 


Then, the issuance of these statements promptly to the manufacturers in- 
terested in your store will bring frank and constructive comments and con- 
sistent credit consideration. The issuance of a statement will not in any 
manner be construed as a reflection upon a merchant's credit but will be 
accepted as a sound business policy. 


Walter Booth Shoe Company 
Milwaukee, Wis. 


Commonwealth Shoe & Leather 


Jarman Shoe Company 
Nashville, Tenn. 


George E. Keith Company 


Company Whitman, Mass, Brockton, Mass, 
The Irving Drew Company Mishawaka Rubber & Woolen 
Portsmouth, Ohio Mfg. Co. Mishawaka, Ind. 
Freeman Shoe Corporation The Selby Shoe Company 
Beloit, Wis. Portsmouth, Ohio 


E. T. Wright & Company, Inc. 


= ~rtabyr y, 
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WHERE TO BUY 


Children’s Footwear 


li eileen 





come 





ans DAY’S IDEAL BABY SHOES 
infants’ Soft Seles...0-8 
intermediates .:...... 1-5 
Flexible Hard Soles... .2-8 
Send for In-Btook 
alog 





DAY'S IDEAL BABY 
ans, SHOE co. 
Locust St. Danvers, Mass. 











In case lots. 20c. more, sizes 6% to 8 
Ox ONE- STRAPS, SANDALS 
ACE SHOES wpm ‘in Stock 
Write for sam 


SWAN SHOE co. INC, 
2201 Aisquith Street 
Baltimore, Md. 














168 NUMBERS IN STOCK 
Write for New Catalog. 








SHOE MFG.CO. 


MILWAUKEE.WIS. 


LANE BROS. 


CoO., Boston, Mass. 
NEW ENGLAND STATES DISTRIBUTORS 
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WHERE TO BUY 


Shoe Dressings 


6 6 6 6 












SOLD EXCLUSIVELY SCIENTIFIC 
TO SHOE TRADE QUALITY 
FOR DETAILS POLISHES 
DRESSINGS 
CAVALIER cumanans 
CORP. ores 


BALTIMORE 











POLISH 











Longini-Vigorith Co. Formed 


CINCINNATI—T he Charles Longini 
and Sons Company, wholesale shoe dis- 
tributors, are to enter the shoe manu- 
facturing field with Anthony Vigorith. 
The new firm will be known as the Lon- 
gini-Vigorith Shoe Manufacturing Com- 
pany. They will manufacture women’s 
footwear exclusively, which will be 
priced at $2 and $3 a pair. 

Officers of the company are: Ira 
Longini, president; Charles Longini, 
vice-president; Anthony Vigorith, sec- 
retary and manager of the plant. 

Vigorith was formerly with the Sach- 
Vigorith Company, which is now the 
Ohio Shoe Company. He was also with 
the Julian and Kokenge Company and 
has had a wide experience in the shoe 
business. 





OBITUARY 





Frank Tracy 


MISHAWAKA, IND.—F rank Tracy, 72, 
who was the first foreman and pattern- 
maker of the Mishawaka Rubber and 
Woolen Manufacturing Co., died Feb. 
9. He came here from Naugatuck, 
Conn., in 1897, and made the first rub- 
ber shoe at the Mishawaka plant under 
the direction of the late President E. A. 
Saunders. 





Adrien S. Burritt 


RocHesTer, N. Y.—Adrien §S. Bur- 
ritt, associated with the shoe depart- 
ment of the McFarlin Company and 
well known to the retail trade, died 
here this week. He was 52 years old. 

He is survived by his wife and a 
brother. Masonic funeral services were 
conducted at his home. 





Ed Bryant Dies 


BrockTon, Mass.—Edward Bryant, 
one of Brockton’s most widely known 
shoe executives, and for many years 
identified with various factories in and 
about the South Shore, died last Mon- 
day. Mr. Bryant leaves a wife, a son 
and daughter. For many years he was 
active in the manufacturing field, hav- 
ing been associated with Linus H. 
Shaw and later with F. M. Shaw & 
Son Corp., and following this, the Har- 
vard Rand Co. 





A. W. Skinner 


CHARDON, OHIO—A. W. Skinner, who 
has been in the retail shoe business 
here for the past 30 years, died re- 
cently, following an illness of a year 
and a half, from heart trouble. He 
was 72 years of age and had been a 
resident of Chardon for 60 years. 
Previous to opening his shoe store, he 
clerked in various shoe stores in Char- 
don, Elyria, Norwalk and Cleveland. 
He leaves his wife and a son, two 
brothers. and two sisters. 
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Herman Blinchikoff 


BALTIMORE, Mp.—Herman_ Blinchi- 
koff, proprietor of the H. Blincoff Shoe 
Shop, died suddenly at his home, 5812 
Park Heights Avenue. He had also 
for a time operated a branch shoe shop 
at 3523 Park Heights Avenue. Mr. 
Blinchikoff was 48 years old and was 
identified with the shoe business of this 
city for a number of years. He is sur- 
vived by his widow. 





Death Takes Michael Hennebry 


BrocKToNn, Mass.—Michael Henne- 
bry, well-known in South Shore manu- 
facturing circles, and for many years 
head of the treeing and packing de- 
partment of A. Freedman & Sons, Inc., 
died suddenly last week, following a 
shock while enroute to the factory from 
his home. Mr. Hennebry is survived 


d by his wife Elizabeth, two sons and a 


daughter. Funeral services were at- 
tended by many well-known figures in 
the trade and others associated with 
Mr. Hennebry during his many years 
as executive in various South Shore 
factories. 


James Tighe 


BuFFALO, N. Y.—James Tighe, 77 
years of age, one of the leading busi- 
ness men of Avon, N. Y., and a shoe 
merchant, died Feb. 10, at the Strong 
Memorial Hospital, Rochester, N. Y., 
following an extended illness. He had 
been in business in Avon for over 40 
years, the last 25 as a shoe merchant 
on Genesee Street. On Sept. 29, 1931, 
he celebrated his go’den wedding anni- 
versary. 

Mr. Tighe was a director of the State 
Bank of Avon, a member of the 
Knights of Columbus and other associ- 
ations. He is survived by his widow 
and two sisters as well as by a number 
of nephews and nieces. 





Max Harrison Dies 


BuFrFaLo, N. Y.—Max Harrison, gen- 
eral manager of the Arch-Aid Boot 
Shop, retail footwear, and for many 
years actively identified with the shoe 
industry in western New York, is dead. 
Born in Germany, Mr. Harrison came 
to Buffalo in 1872. After serving his 
apprenticeship in the Forsythe Shoe 
Store in East Seneca Street, he became 
a salesman for the Rosenbloom Shoe 
Co. Later, after Hirsch & Co., which 
took over the Rosenbloom business, re- 
tired from the field, Mr. Harrison be- 
came associated with Hanan & Son. 
At one time he owned and operated the 
Vogue Boot Shop in Main Street. Be- 
sides his widow, Mr. Harrison is sur- 
vived by a daughter, Mrs. Edith Lieb- 
eskind. He was a member of Temple 
Beth Zion, the Retail Merchants’ Asso- 
ciation, the Buffalo Better Business 
Bureau and the Delaware Avenue 
Business Men’s Association. Burial 
was in-Forest Lawn Cemetery. 
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SMOOTHNESS: 


THE FINISHING TOUCH 


The finish is always best when 


} 


rm nme epee: see 

















the materials underneath are 





of proper quality and texture. 


Celastic Box Toes fulfill these 
requirements in the toe con. 


struction of any shoe. 





THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Dancing Shoes and Tabs 


6 8 rT ee 















TAP 
DANCE 
SHOES 
e 
In 
PAT. LEATHER Stock 
Womens * 
A-B-C 22-8 Sines 
$1.25 A-B-C 11% -2 
$1.15 
— OWENS SHOE Co. — 
eum 589 Essex St., Lynn, Mass. ummm 
TAP DANCING 
THEO SLIPPER 
Stock No. 1210 
Patent Leather 
For Growing Girls 


D Widths—Sizes 3-7 
Price $1.25 


BLOG SHOE CO., INC. 
147 Duane St., WN 


lew York City 








% KENDALL’S "*rzssiona y 


IN-STOCK 
Style Ne. 13 
Pat. Lea. or Bik. 









Women’s Sizes, 2%-3 
si.os *” 


Misses’ Sizes, 11-3 
$1.55 











% KENDALL SHOE COMPANY 
HAVERHILL, MASS. 


as 











Lower Baggage Transfer Rates 


Sol Peiser, Secretary of The Pacific 
Coast Shoe Travelers Association, is in 
receipt of an interesting letter from 
Henry Barker, manager of the Hotel 
Oakland, which makes interesting read- 
ing to all shoe men making the Bay 
district. It reads as follows: 

“Dear Mr. Peiser: 

We are sure that you will be greatly 
interested to know that after consider- 
able effort, we have finally secured a 
reduction in baggage transfer rates 
from local depots, to wit: 

From the previous rate of $1.00 for 
the first trunk and 75c. for the second 
trunk, to a new rate of 75c. for the first 
trunk and 50. for the second trunk. 
These new rates went into effect on 
February 2. Our efforts in this regard 
will also without doubt bring about a 
similar reduction in San. Francisco. 

We are also consistently waging a 
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> ON THE SELLING END % 


News of the Travelers and Sales Activities 








campaign for the reduction of trans- 
bay baggage charges. The present 
rate on such transfer is $1.50 per 
trunk, with no reduction for two or 
more trunks. We feel very confident 
of securing a reduction on the second 
trunk from $1.50 to either $1.00 or 
$1.25. We have taken this matter up 
with the leading baggage transfer 
companies and have prevailed upon 
them to apply to the State Railroad 
Commission, who must pass on trans- 
bay charges. We have convinced the 
baggage transfer companies of the 
justice of such lower rate. It will take 
about 90 days to get a ruling from the 
Railroad Commission. 

We feel sure that you will appreci- 
ate the above actual results, also our 
assistance in securing the reduction in 
railroad rates through mileage books, 
and our own reduction in sample room 
rates, about which we have previously 
informed you, in our sincere desire to 
assist the traveling man. We will, in 
turn, appreciate greatly your advising 
your membership of our sincere coop- 
eration, and that we originally started 
this movement. 

You will be interested to know that 
our sample room business has been ex- 
ceedingly heavy during the past month, 
in fact, we have had to open up several 
additional sample rooms. 

If you have any further suggestions 
wherein we may assist your member- 
ship, kindly advise.” 


Joins Peck’s Sales Force 

John W. Whittemore, son of John S. 
Whittemore, vice-president and director 
of the Peck Shoe Co., Worcester, Mass., 
will cover New York State and New 
England with the new line of Peck 
shoes featuring the well-known Sta- 
Smooth inner sole. 

“Jack” will be welcome in this terri- 
tory, covered for many years by his 
illustrious father, when the latter was 
associated with Forbush Shoe Co., and 
more recently with the Peck Shoe Co. 





Condon Has Cincinnati 


Headquarters 

W.J.Condon is special representative 
of the Western Last Co., The Benj. W. 
Freeman Heel Co., and the Progressive 
Service Co., cutting dies, St. Louis, con- 
tacting the shoe factories in the Middle 
West, making his headquarters at 3250 
Gilbert Ave., Cincinnati. Bill Condon’s 
experience in the shoe industry goes 
way back to the days of MacDonald & 
Kiley Shoe Co., of Cincinnati. 


M. F. Doyle With Peck 


M. F. Doyle, for several years a man- 
ager of the Peck Shoe Company retail 








store in New York City, has joined the 
ranks of shoe travelers, and in the fu- 
ture will represent The Peck Shoe Com- 
pany of Worcester in New York City 
and in metropolitan areas. 





A. L. Brown With Geo. D. Witt 


Albert L. Brown, 
who is better 
known in shoe cir- 
cles as “Al,” will 
represent the Geo. 
D. Witt Shoe Com- 
pany, branch of 
Craddock - Terry 
Company, Lynch- 
burg, Va, in 
greater New York, 
making his head- 
quarters at 2047 
58th Street, Brook- 
lyn, N. Y. 





A. L. Brown 





Scroggy Representing Davis 


Shoe Co. 


James E. Scroggy, with a host of 
friends in Indiana and surrounding 
territory, and for years represented 
the Stetson Abbott Company, has taken 
over the Davis Shoe Manufacturing 
Company line, Freeport, Maine, and 
will cover his old territory. Scroggy 
has traveled the same territory for 
more than 20 years. 





Adds New Line : 


L. F. & E. U. Burdett, having head- 
quarters at 183 Essex Street, Boston, 
have become sales agents for the Liber- 
man Shoe Mfg. Co., Inc., of 649 Lex- 
ington Avenue, Brooklyn, and they are 
making a feature of fine styles for 
growing girls, these being made by the 
Littleway process. The Burdett broth- 
ers now travel through New England 
States. 


Hunter Back With Sherwood 


Ed Hunter, who has been inactive for 
some time, has taken over his old line, 
made by the Sherwood Shoe Company, 
Rochester, N. Y., and will travel the 
same territory—Michigan, Indiana and 
western Ohio. Hunter has many 
friends in his territory and they will 
be more than pleased to see him again. 





Named Central Ohio 
Representative 

Announcement is made that H. A. 
McGaskill has been named central Ohio 
representative for the Peters Brancb 
of the International Shoe Co 
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The APPEARANCE of the — 
UNITED CUSHION HEEL 


is so fine that it 1s 


constantly imitated but never equalled 
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HEEL 


ITS QUALITY 


is just as superior as its appearance 


ee >] 


THE . TRADE-MARK 


is the hall mark of fine shoemaking 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 
W ork Shoes 








WHERE TO BUY 


Men’s and Women’s 
Slippers 


indie adie 








QUALITY 
KID D’ORSAYS 


TO RETAIL AT $1.00 


Padded Cuban Heel. in 

Red, ples.” or Black Kid. 

Write for cateleg 

FREEMAN THOMPSON 
SHOE COMPANY 
St. Paul, Mina. 






















W. 8. CHASE & sone. INC., 
HAVERHILL, M 
In Stock Men’s Full cae Lined 
Handturned Slippers 
Priced from $1.60 
Kid Pullman Slippers 
colors and black with 
Snap Pocket 1.35 
Zipper Pocket $1.50 








WHERE TO BUY 
Shoe Trees 


, PRICE 
PROTECTED 


Self Adjusting Shee Trees 
A gentle squeeze inserts or } 
a 
~ ‘SIMPLEX SHOE 


removes. Only six sizes 

Write for unique 
TREE CORPORATION 
Broadway, New York 










sales plan. 
1472 











Bender Shoe Co. Moving 


CLEVELAND, O.—The Bender Shoe 
Co., who have been operating the Wil- 
bur Coon Shoppe in The Arcade for 
the past six years, are moving to 1924 
E. Sixth Street. The new locating is-a 
step ahead in the advancement of this 
highly specialized retail shoe business. 





» STORE CHANGES 4 





Adding Men’s Shoes 


DeEtTROIT—-The Davidson Shoe Com- 
pany, wholesalers, have moved down 
the street to a new and larger location 
at 384 West Jefferson Avenue. P. 
Davidson, proprietor of the company, 
is expanding his field of operations, 
and taking on lines of men’s and boys’ 
shoes. They formerly handled chil- 
dren’s lines only. The company will 
now carry complete shoe stock for the 
Michigan trade, with the exception of 
women’s shoes. 





To Specialize in Health Shoes 


MiaM1, Fia.—Sidney H. Palmer of 
Palmer’s Shoe Store, 30 N. E. First 
Street, announces that he has been ap- 
pointed exclusive agency for the Natu- 
ral Bridge line of shoes for women. 
Milton Kublin, a graduate of Dr. 
Scholl’s school. of practipedics, and 
formerly manager of the Trosseau shoe 
salon of B. Altman & Co., New York, 
is in charge of the new department. 





Opening Family Shoe Store 


WESTON, W. Va.—F reedenberg & Co. 
are opening a branch shoe store in this 
city. It will be known as “The Family 
Shoe Store.” An excellent corner lo- 
cation has been acquired and an entire 
new front is being installed. The in- 
terior is also being remodeled in a most 
modern manner. Medium and popular 
priced lines will be featured. 





Will Continue Shoe Store 


BowLING GREEN, OHIO — Although 
Fred W. Uhlman has discontinued his 
clothing business here he will continue 
to operate his shoe store located on 
North Main St., which is managed by 
Ray Foster. The shoe store is the suc- 
cessor to the one operated for many 
years by Bourquin Bros. 





Closes Branch Store 

GREENSBURG, IND.—The Turney shoe 
store here, which was opened 11 months 
ago as a branch of the Turney store in 
Franklin, has been closed and the _re- 
maining stock moved back to Franklin. 
J. T. Turney, Jr., had been in charge 
of the store since its opening. 





Sacramento Stores Consolidate 

SACRAMENTO, CAL.—The Peacock 
Shoe Shop, 11th and “K” Streets, Sac- 
ramento, has recently consolidated with 
the shoe department of the Bon 
Marche. 





Kushin in New Location 

OAKLAND, CAL.—Upon completion of 
the building, Charles Kushin will open 
a shoe shop at 19th and Broadway, 
Oakland, under the name of Kushin’s 
Shoe Co. 
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Fred B. Rice Dead 


Was Shoe Manufacturer and Philanthropist 


QuINcy, Mass.—The death of Fred 
Ball Rice, for the greater part of his 
life one of the controlling influences 
in the famous house of Rice & Hut- 
chins, Inc., came as a shock to the en- 
tire shoe trade to which he was uni- 
versally known and respected. 

Mr. Rice passed away at his home in 
Quincy, Mass., Feb. 11, after an ex- 
tended illness in his 67th year. He 
was born in Hudson, Mass., July, 1866, 
and removed to Quincy in his youth and 
was educated at Adams Academy there, 
later entering Harvard University, 
from which he was graduated in 1887. 

Shortly afterward, he became con- 
nected with Rice & Hutchins, of which 
his noted father, Hon. William B. Rice, 
was president. 

The elder Rice served as president 
of the New England Shoe and Leather 
Association in 1897-1901, and Fred B. 
was later for some years a director and 
vice-president of the association and 
one of its most active supporters. He 
more than once declined an election as 
president of the organization. 

The late shoe manufacturer, while 
indefatigable in his attention to the 
Rice & Hutchins business, found time 
to devote to various social and philan- 
thropic organizations, these including 
the Quincy City Hospital, of which he 
was a trustee, the Country Club of 
Brookline, the Boston Chamber of 
Commerce, the Bostonian Society, the 
Harvard Clubs of Boston and New 
York, the Stony Brae Golf Club, the 
Quincy Historical Society and others. 
He was one of the early members of 
the Boston Boot and Shoe Club and 
had held continuous membership there- 
in for more than 35 years. 

Surviving him are his mother, Mrs. 
Emma L. Rice, with whom he made his 
home; a brother, Harry L. Rice, long 
associated with him in the conduct of 
the Rice & Hutchins business, and sev- 
eral nephews, including William B. 
Rice, 2nd, of Hingham, well-known in 
the shoe industry. 

The funeral services were held at 
the home, 181 Adams Street, Quincy, 
Feb. 13, and were attended by a large 
gathering of friends and relatives. 
The casket was embowered in floral 
tributes, including a wreath from the 
Boston Boot and Shoe Club, and near 
it was a framed portrait of Mr. Rice’s 
father. Mayor Charles A. Ross headed 
a large delegation of local leaders in 
civic life, and the New England Shoe 
and Leather Association was officially 
represented by President William J. 
Fallon and Secretary Thomas F. An- 
derson, the Boston Boot and Shoe Club 
being represented by Messrs. Alfred 
W. Donovan and Frank W. Whitcher. 
Other members of these organizations 
and prominent representatives of the 
trade and employees of Rice & Hutch- 
ins also were there. 
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IN THE HEART OF NEW YORK 


TO STAY AT THE LINCOLN 
... IS A HAPPY REMEMBRANCE 


mosphere . 
rants . . 


clubs 
Square.. 


























single 


per day 





Special suites and sample 
rooms for visiting sales 


representatives. 


HOTEL LINCOLN 


JOHN T. WEST, Manager 


44th to 45th Sts.— 8th Ave.—New York 


UNDER NEW MANAGEMENT "'A RELIANCE HOTEL" 


An interesting cosmopolitan at- 
. Cheerful Rooms . 

Pleasant Service . . Fine Restau- 
Moderately Priced . . 
Around the corner are theatres, 
and glamorous Times 


Conveniently accessible to rail- 
road terminals, steamship piers, 
the business and shopping centers 


"A Perfect Hotel for The Visitor’ 


ROOM with PRIVATE BATH, 
RADIO and SERVIDOR 


Special weekly and monthly rates. 





C7 





Ask for 
SPECIAL 
perany tor SHOE MEN 











UY 
WHEN YOU 


COME TO 


wLAFT 


es NEW YORK 





















UY 


4 


...stay at The TAFT 


At Times Square's largest hotel, 
you're in the center of everything. 
A strategic location for business 
and sightseeing. Unexcelled con- 
venience and comfort. 2000 mod- 
ern, airy rooms. 

ALFRED LEWIS, Manager 


HOTEL 


Tune in on George Hall's Taft 


Orchestra, Columbia Network 





Seventh Avenue at 50th Street 
ame ce 
BING & BING MANAGEMENT 














Abraham & Straus Display 
U.S.M.C. Shoe Collection 


Boots, shoes, sandals and moccasins, 
representing every period of history, 
were put on display for two weeks by 
Abraham & Straus Department Store 
of Brooklyn, N. Y. The exhibition in- 
cludes footwear from the small Chinese 
ladies to the mighty postilion boots 
worn by the mail carriers in the days 
of Marie Theresa. 

Charles T. Cahill of the United Shoe 
Machinery Corporation, authority on 
the history of shoes, who arranged the 
display, says, that in shoes there is the 
most surprising indication not only of 
the environment in which they were 
born, but the experience and mental 
development of those who wore them. 





Buster Brown Managers Meet 


SPOKANE, WASH.—Managers of the 
Buster Brown shoe stores throughout 
Eastern Washington, Northern Idaho 
and Montana, gathered at the Hotel 
Davenport recently, for a two-day con- 
vention at which factory executives 
and Pacific Northwest representatives 
of the manufacturing organization 
were present. J. O. Moore, factory ex- 
ecutive from St. Louis and F. E. Powell 
and D. A. Davenny, representatives of 
the company with offices and sample 
rooms in the Terminal Sales Bldg., 
Seattle, were in charge of the two-day 
conference in the Eastern Washington 
metropolis. Problems in the shoe busi- 








ness were thrashed out, and retail mer- 
chandising methods to meet modern 
conditions revealed for the benefit o° 
all the Brown shoe retailers. 





Has Charity Shoe Store 

WASHINGTON, D. C.—Thanks or no 
thanks, it’s all the same to the volun- 
teers who are tediously fitting free 
shoes upon the feet of the unemployed 
at The Old Woman, who lived in a 
shoe, at 727 Seventeenth Street, N. W. 

There are five helpers on the job, re- 
cruited from the unemployed, working 
for their keep, who attend personally 
to the wants of each applicant. 

The shoes which are handed out have 
been collected from public contribu- 
tions and rebuilt free of charge by the 
Hahn shoe store. A local laundry is 
sending its trucks for donations and 
many office and Government workers 
are collecting the names of persons 
willing to give old shoes to the cause. 

The Old Woman, who lived in a shoe, 
was founded last Winter by F. Regis 
Neel, local attorney, and a committee 
of prominent Washingtonians. 





Gilhooly Holds Demonstrations 

CoLumBus, OH10—Special demonstra- 
tions of the new M. W. Locke line of 
corrective shoes for men and women 
were carried on by W. H. Gilhooly, 
chairman of the Board of the Lock- 
wedge Shoe Corporation of America, 
American distributors for the line, at 








the F. & R. Lazarus & Co., the Colum- 
bus distributor, during the past week. 
Mr. Gilhooly is proprietor of the Barn, 
at the Canadian Clinic, where shoes are 
built for patients. 





Witcher & Walker to Make 
Shoes 


STOUGHTON, Mass.—A. Witcher, for 
many years identified with the firm of 
Linscott-Tyler & Wilson Co., together 
with C. A. Walker, have purchased the 
Walker-Thall factory at Stoughton, 
Mass. 

The new firm started production this 
week on a line of men’s welts to retail 
at $3.00. 





This Ad Sold Shoes 


Fuint, Mico.—Fred B. Elliott, Sr., 
manager of the Economy Shoe Store, 
at 416 South Saginaw Street, reports 
that during the first 10 days of his 
annual January clearance sale his store 
sold 544 out of 600 pairs of shoes, 
broken lots and odd sizes, with the help 
of only one newspaper ad. 





Featuring Stylish Stouts 

LyNN, Mass.—The National Shoe & 
Leather Co., at 226 Broad Street, re- 
ports a new high production of stylish 
stouts, which, singular to relate, are 
running more to length and widths 
than formerly. 
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CLAV/IFIED ano WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


+ e eT 

















SALESMEN WANTED 





SALESMAN WANTED 


SALESMEN WANTED 





SALESMEN with established trade to sell on 
commission as side Pag short snappy line, 
leather sole beach sandals, women’s black kid 
comfort style, men’s and women’s slippers. All 
carried in stock. Terri open Texas, Indi- 
ana, Ohio, Illinois, a Fanees, a et 
Washington, Oregon, Virginia, senate 

tucky, Tennessee. money making Kee 
line. Give full information first letter. Nes- 
tletoe Slippers, Inc., Worcester, Mass. 





| Page a ts Salesman Wanted — One 

who is acquainted with large volume 
buyers on the Pacific Coast, to carry a popular 
line of stitchdown shoes and sandals on a strictly 
commission basis. State references and = 
ence. Address D-292, care Boot & Shce Re- 
corder, 239 West 39th Street, New ton, N. z. 


WANT to place strong line of Men’s and 
Boys’ Low-Priced Work Shoes with sales- 
man covering Western Pennsylvania. Address 
D-290, care Boot & ag Recorder, 239 West 
39th Street, New York, N. Y. 





ANTED—Salesmen with established wade 
to carry our popular priced Baby Shoes as 
side line on oo commission. State territory 
overed and lines now carried. NEWCOMB- 
ANDERSON SHOE CO., Rochester, New York. 


W ANTED—Experienced salesmen to carry 
our line of work shoes as a side line in 
the following states on straight commission basis; 
Illinois, Indiana, New York, Ohio, Iowa, Ken- 
tucky, Tennessee, Oklahoma, Arkansas and 
Texas.” Address D-287, care Boot & Shoe Re- 
corder, 367 West Adams St., Chicago, Illinois. 

















LINE WANTED 


LINE WANTED 





R= ESIDENT Salesmen to sell direct from fac- 

ry, line of women’s McKay Novelty shoes 

to retall at $2.00. Advise territory wanted and 

furnish references. Address ‘D-283, care Boot 

:, ay a ei 239 West 39th Street, New 
ork, N. Y. 








LINE WANTED 


WOMEN'S LINE WANTED FOR SOUTH- 
ERN TERRITORY. For a good many years 
I have sold a well-known line of women’s shoes 
with considerable success in Southern territory. 
I am well acquainted with the good stores from 
Baltimore to San Antonio and am looking for a 
favorable a with a strong line of 
women’s shoes of good quis. Best of refer- 
ences furnished. For further particilars ad- 
dress D-295, care Boot & Shoe Recorder, 239 
West 39th Street, New York City. 








entire Coast trade. 


Sport Welts. 





PACIFIC COAST REPRESENTATIVE 


at present selling well established line of Boys’ shoes, wants in addition 
well known and popular priced women’s, misses’ and girls’ line in his ter- 
ritory. Has covered this territory for one firm during past ten years, selling 
the better grade department and shoe stoes, and has A-1 contact with the 
Can do a real job in placing a good line on the Coast, 
because there, at present, the real opportunity lies in establishing a women’s, 
misses’ and girls’ line retailing from $2.95 to $3.95 in Littleways, Compos and 


Address D-296, care of BOOT AND SHOE RECORDER 
239 West 39th Street, New York, N. Y. 








I WANT to get lined up with a shoe jobber 

who has Women’s Novelty cheese. in low price 

grades. Also a manufacturer of cheap felt 

slippers. R. LaFrance, 1371 Plainfield Avenue, 
Grand Rapids, Michigan. 





AVE several salesmen covering Southern 

States. Want two responsible factory con- 
nections—one $1.25 line—one $1.85 line, ladies’ 
novelties, from stock preferred. Will handle 
accounts or work out commission arrangement. 
Charles Shoe Co., Jacksonville, Fla. 1936 
Morningside. 


WANTED by A Shoe Salesman of Ability, 
line of Ladies’ Style Shoes, selling from 
1,25 to $2.00 for the States of Arkansas and 
ississippi. Can give best of reference. d- 
dress D-293, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





FOR LEASE 





SHOE department, ladies’, 100% space, for 
lease, in modern ladies’ specialty shop, 100% 
location. Charles Rosenthal Company, Chatta- 
nooga, Tenn, 








BUSINESS OPPORTUNITY 


kK VERY shoe store should have a trained Chirop- 

odist. Complete course by correspondence. 
Adjustments, pads, supports, surgery taught. 

EVANS FOOT INST., Montgomery, Ala. 











MALE HELP WANTED 


XPERIENCED Superintendent on men’s 

and women’s slippers and McKay shoes. 
Practical knowledge in every department. Per- 
manent. Middle West. Address D-289, care 
Boot & 5 Ghee Recorder, 239 West 39th Street, 
New York, N. Y. 











eae of low- patent children and 
boys’ shoes, for Maryland, Washington, 
D. C., and nearby towns of Virginia and Penn- 
sylvania, by an experienced salesman, with es- 
tablished trade. Best of references. Must be 
in-stock proposition. Address R. C., 3312 Elgin 
Ave., Baltimore, 


FOR RENT 


gm DEPT. FOR RENT. 7% Sales. Heat 

Light—Front Window S 100% Loca- 
oe CHIC LADIES shop, | Newcastle, 
ndiana. 








Classified adve 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 
$1.25. When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 

The rate for all displayed classified advertisements is 
rtising is payable in advance. 

© Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™& 


7 cents per word. Minimum charge 


$5.00 an inch with a maximum of 45 words. 


In all other cases each 








When writing advertisers please mention Boot and Shoe Recorder 
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POSITION WANTED 


MERCHANTS’ NEEDS 


WANTED TO PURCHASE 





RETAIL Shoe Store Position Wanted—Have 
had 18 years experience in retail shoe store 
and am desirous of securing a position with 
an up-to-date concern looking for a thoroughly 
reliable man who has had good experience. Best 
of references furnished. or further informa- 
tion, please address F. B., Box 452, Sayville, 
Long Island, N. Y. 


THOROUGHLY experienced shoe man and 

foot correctionist, desires connection with shoe 

store, to open “‘Foot Comfort Dept.” Will share 
refits. Address G. C. Van Sickel, 1017 Beach 
t., Flint, Mich. 


ARRIED man, 30 years old, with ten years 

retail shoe experience, desires position. Ad- 
dress D-294, care Boot & Shoe Recorder, 140 
Federal St., Boston, Mass. 


RETAIL SHOES—Alert young executive avail- 
able. Department and chain store experi- 
ence. Successful record as manager and buyer 
of women’s novelty and corrective footwear. 
Thoroughly conversant with modern merchandis- 
ing - advertising, display, budgeting, control. 
Address C. W. care George Lisman, 1340 53rd 
Street, Brooklyn, N. Y. 














DESIRE connection with manufacturer of 
ladies’ shoes. Can be successful with any line 
ot merit in Ohio, Michigan, Illinois, Pennsyl- 
vania or Western New York State, where am 
acquainted with leading retailers and department 
store buyers. Have covered this territory for 
years representing well-known line of ladies’ 
shoes. Con give former employers for refer- 
ence, also representative retailers. Capable of 
handling ing trade. Have car. Norris 


jo 
Kirkpatrick, Plymouth, Ohio, 14 W. Broadway. 








WANTED TO PURCHASE 


[NTERESTED in buying close out stocks of 
Dr. Scholl foot appliances. Address D-288, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 











FOR SALE 








FOR SALE 
Or Open to Proposition— 


Highest-Class Family 
SHOE STORE 


Established 6 years in live New England 
city of 50,000 pop., catering to medium 
and better-class clientele; fully stocked, 
beautifully appointed; single-box fixtures, 
unique children’s playroom. —_Adjoins 
one of finest Publix Theatres in coun- 
try; unusual money-maker if well mer- 
chandised; splendid terms. 


Address Box D-291, care Boot & Shoe 
Recorder, 239 West 39th Street, New 
ork, N. Y. 














Wright’s Shoe Store Sold 


PORTLAND, ORE.— Wright’s Shoe 
store, formerly the property of the 
Craddock Terry Co., has been pur- 
chased by Frank Woodmass, manager 
and Hugh Harper, buyer of men’s shoes 
at the store. There will be no change 
in policies. 


Newly Opened Department Store 


OAKLAND, CAL.—C. D. Files, popular 
shoe buyer of San Francisco, is now 
manager of the main floor shoe depart- 
ments of R. H. Cass, Inc., newly opened 
department store at 1537 Broadway, 
Oakland. 

The basement shoe department is 
under the management of Irvin Shedle. 





| fal Year CARTON LABEL 
(Cli) spEciatists 
\\ ccc Ait PRINTERS, DESIGNERS AND ENGRAVERS] | 
\| THE AMERICAN PRINTING 3° LABEL CO 


4-316 E.l2th St. CINCINNATI. OHIO 


Mile Now fot Samples 





Buyers of Surplus Stocks 


We wilj buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 
590 Broadway New York 
Phone Canal 6-4298 and 4299 

















HOTELS 





HOTELS 





YEARLY RENTALS 


be) 


@ large outside rooms 12 x 20 @ private bath with shower 
@ serving pantry—refrigerator @ complete hotel service 


ofel BELVEDERE 


319 W. 487H. ST. 


TEL. PENN. 6-5900 


NEW YORK 





To Tax Chains 


PROVIDENCE, R. I.—A bill, placing a 
tax on all chain stores in Rhode Island, 
has been introduced into the House of 
Representatives by Rep. Lapan. Under 
the bill, chain gasoline stations would 
be exempt. 

The fee for operation of such stores 
would be $5 for the first store, and $5 
additional for every other store in the 
chain up to the 30th store, which would 
be taxed $150 annually. All stores in 
excess of 30 would be taxed $150 each. 
Power to assess and collect the tax 
would be given to the State Tax Com- 
mission, working with the Factory In- 
spector and the Commissioner of La- 
bor, in order to take a census of chain 
activities. 


Thirty Hour Week Bill 


BALTIMORE, Mp.—A labor bill, which 
if passed would be of keen interest to 


‘manufacturers of footwear and other 


commodities, has been introduced into 
the Maryland Legislature. It calls for 
imposition of a heavy fine, which would 
virtually mean an embargo and would 
prohibit the shipment into Maryland of 
goods manufactured by producers not 
adopting the 30-hour week. The bill 
would also impose a fine on the-intra- 
state distribution of goods by manufac- 
turers not using the shortened week. 
Shipments of thenamed classes of goods 
would not actually be impossible under 
the law, but shippers would be discour- 
aged by the cost of $200 for each con- 
signment. Thus it would be possible for 
a producer to distribute his goods in 
Maryland if he thought he could still 
make a profit after paying the $200 fine. 





Hamel Leather Co. Expanding 


HAVERHILL—In order to meet in- 
creased production both on sheep and 
kid skins, the L. H. Hamel Leather Co. 
have been forced to acquire additional 
factory space to the seventh story 
building they now occupy by the addi- 
tion of the Lenox & Briggs Company’s 
factory adjoining their Haverhill tan- 
nery. 

Despite existing conditions, accord- 
ing to the recent report issued by Ar- 
thur H. Hamel, sales manager of this 
nationally known lining house, the com- 
pany’s sales today are at a peak and 
production geared up to the highest 
point than at any other time in the 
history of this well-known company, 
who in the past 18 years have attained 
a national reputation on linings. 


“Three-Decker Soles” 


Boston, Mass.—Arthur Wallace 
shows “three-decker soles” for men, 
brogues, with three soles, a triple layer 
of leather. Like the famous three- 
decker sandwiches, there’s a deal of 
substance to them. 


Wire Display Stands 


LYNN, Mass.—North Products Co., 
now at 130 Essex street, is making 
shoe display stands of wire, electrical- 
ly welded, for retail stores, and also 
wire racks, electrically welded, for 
hanging on the closet door, to hold two 
or four pairs of shoes, so as to keep 
them off the floor. 
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BOOTS AND SHOES 


Ault-Shackford Shoe Co., Auburn, Me..... 55 
Bass, G. H., &: Co., Wilton, Me........... 64 
Blog Shoe Co., Inc., New York City...... 62 
Brown Shoe Co., St. Louis, Mo......... 34-35 
Chase, W. S., Sons, Haverhill, Mass...... 64 
Core, Edwin, & Sons, Inc., E. Welmouth, P 
Phen Mi Co., New York City........ 48 
Connelly Shoe Co., Stillwater, Minn....... 46 


Dickerson, Walker T., Co., Columbus, O... 43 


Dodge, Bliss & Perry Co., Inc., Newbury- 
MOTE, MasB. coccccccccccccccccscccveces 5 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 5 
Enna Jettick Shoes, Inc., Auburn, N. Y... 33 


Freeman-Thompson Shoe Co., St. Paul, 
DNs 90.6 9100506 6¥500.00b 0 6064060900005'9 64 


Gilbert Shoe Co., The, Thiensville, Wis... 3 
Green, Daniel, Co., Dolgeville, N. Y..2nd Cover 


Hannahson’s, Haverhill, Mass............. 58 
Herbst Shoe Mfg. Co., Milwaukee, Wis... 60 


*Kendall Shoe Co., Haverhill, Mass........ 62 


Marion Shoe Co., Marion, Ind............ 47 

Mishawaka Rubber & Woolen Mfg. Co., 
Mishawaka, Ind. .......ccssecccccceves 

Mrs. oars Ideal Baby Shoe Co., Doan. - 
Mass 


Comer eee ereesereseseresesesese > 


Museback Shoe Co., Danville, Ill.......... 5 


Nettleton, A. E., Syracuse, N. Y........... 56 
Nunn, Bush & Weldon Shoe Co., Milwau- 
Es. 604.600 54.904050 0% bn0bso 5005000 


Old Colony Shoe Co., Brockton, Mass..... 56 
Owens Shoe Co., Lynn, Mass........... 51-62 


Peters, Branch of Int. Shoe Co., St. Louis, 
Mo. 


Queen Quality Shoe Co., St. Louis, Mo.... 1 


Richards & Brennan Co., Randolph, Mass.. 56 
Roberts, Johnson & Rand, St. Louis, Mo.. 39 
Robinson-Bynon Shoe Co., Auburn, N. Y.. 53 


Shaft-Pierce Shoe Co., Faribault, Minn... 58 
Smith, J. P., Shoe Co., Inc., Chicago, Ill... 56 


Stacy-Adams Co., Brockton, Mass......... 56 
Swan Shoe Co., Batimore, Md........... 60 
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LEATHER AND OTHER MATERIALS 


Allied Kid Co. Boston, Mass.............. 7 


Colonial Tanning Co., Boston, Mass...... 10 
Evans, John R., & Co., Camden, N. J...26-27 


Goodyear Tire & Rubber Co., Akron, O..22-23 


Hamel Leather Co., Haverhill, Mass., 


ack Cover 
Hubschman, E., & Sons, Phila., Pa....... 31 


Kistler Leather Co., Boston, Mass......... 4 
Lima Cord Sole & Heel Co., Lima, O...... 37 
New Castle Leather Co., New York City.. 45 


Ohio Leather Co., Girard, O............. 29 


MACHINERY, LASTS, MFRS.’ SUPPLIES 
DRESSINGS, ETC. 


Cavalier Corp., Baltimore, Md........... 60 
Mears, Fred W., Heel Co., Boston, Mass. 54 


be Shoe Machinery Corp., Boston, 
TTT Ere 57-61-63 


Spaulding Fibre Co., No. Rochester N.H. 
3rd Cover 


Vulcan Corp., Portsmouth, O.....Front Cover 


SHOE ACCESSORIES 


Scholl Mfg. Co., Chicago, Ill............. 41 
a tad Shoe Findings Mfg., Co., Chicago, “ 


MISCELLANEOUS 

American Printing & Label Co., Cincin- 

DORE SD. 6c Kauvevevesadessesave ine decece 67 
Hotel Belvedere, New York City........ -. 67 
Hotel Lincoln, New York City .......... 65 
Kirsch-Blacher Co., Inc., New York City. .°67 
Hotel Taft, New York City ...........+.. 65 
Hotel Woodstock, New York City........ 46 
Marbridge Bldg., New York City.......... 








Had Crowded Sale 


Boston, Mass.—$1.45 shoes on the 
right, 95 cent shoes on the left; the 
shoes, women’s novelties, arranged on 
racks, one size to each section—the 
guard at the door checked the rush 
of customers when necessary, and, at 
other times, directed the throng of 
shoppers, using a megaphone so that 
his voice would carry the length of the 
store—exit provided at the rear if the 
front door was blocked—this was the 
way that Thom McAn cleared stock at 
its Washington street store last week, 
its lease expiring with the week. 





OBITUARY 





John R. Donovan 


Lynn, Mass.—John R. Donovan, for 
many years a leading shoe manufac- 
turer of Lynn, operating the John R. 
Donovan Shoe Co. in Lynn and later 
in Salem, died Feb. 16 at his home in 
Lynn, age 67 years, after a short sick- 
ness. After the liquidation of the John 
R. Donovan enterprises, he was for a 
while with the Lane Shoe Co. of Lowell, 
and, last year he organized the Bright 
Shoe Co. of Lynn, and was president 
of this company at the time of his 
death. He was a member of the Father 
Matthew Catholic Temperance Society, 
of the Lynn Lodge of Elks, and of the 
Knights of Columbus. He is survived 
by three sons. 


Edward A. Farley 


ROCHESTER—Edward A. Farley, 45, 
superintendent of the D. Armstrong 
Shoe Company, manufacturing firm, 
and for more than 30 years connected 
with the firm, died at his home here 
this week. 

Mr. Farley had been ill for 17 weeks 
after undergoing an operation. He be- 
gan his association with the shoe in- 
dustry in Rochester as a clerk 31 years 
ago. 

Funeral services were conducted 
Feb. 15 at St. Augustine’s Church. He 
leaves his wife, Mrs. Bessie L. Farley; 
two brothers, William A. Farley of 
Brockton, Mass., and Philip H. Farley 
of Rochester, and two sisters. 
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COROSAN 


VODE KID COLOR 175 is being used 
in great quantities by styleeminded 
shoemen. It's popularity is due to an 
unusually clear, natural color entirely 
free of artificial finish, and fully 
meeting the present demand for neutral 
tones. COLOR 175 contrasts effectively 
with both high colors and the new 
pastels. According to its use it has 


staple as well as style value. 


* 


& 
VY 


A | L | D KID COMPANY 


STAN DA RD Kk IID DIVISION 


209 SOUTH STREET BOSTON, MASSACHUSETTS 























39th St., New York, N. z _ Bnare d as second gen matter Sept. 10, 1925, 


Vol. 102. No, 26, Yunis every week by the Boot & Shoe Soom ‘der Publishing Company, 239 W. 
e Act of March 3, 1879. Subscription n price $3.00 per Printed in U. S. A. 


it the Post Office at New York, N. Y., under 





















Write for a sample leaflet which 
instructs your customer how to 
prolong the beauty of her 
shoes, if made of LEVOR white 
washable kid. 


After you have seen one, you 
will surely want them in all 
your white kid shoe cartons. 


They are free. 


_ G,. LEVOR & CO., INC. 
100 Gold St. New York 











D OWN in Miami and Palm Beach, where 
the summer fashions begin and grow up, 
the all-over white kid shoe is again leading 
by a tremendous margin. Volume selling of 
white kid footwear is no longer a novelty to 
merchants in Florida, but even they are 
amazed right now over the vast majority 
of women who insist upon the all white kid 
shoe. 


Women are wearing these white kid shoes 
with every color and shade of costume. 


Just remember that your customer, too, 
will demand all-over white kid shoes. 


















(IN 


i 














WHAT will distinguish your offerings of the demanded white 
kid shoes from the ordinary run? 
SHOES made of LEVOR'S white kid hold these major 


advantages: 





_ 1. They are made of dependable leather, produced by spe- 


a cialists. 57 years of tanning experience are behind 
Pp. every skin of this leather. 

1g 2. For pure whiteness, right down through the skin fibres, 
of THE WHITEST WHITES are unequalled. 

to ’ 3. The shoes will look freshly new much longer because 
= the leather is safely washable; easy to keep immaculate. 
ty 4. Free cleaning instruction leaflets, packed with each 
4 pair at your request, help you sell and also build cus- 
l 


tomer satisfaction. 


‘ 


VY \ ® 









are lanned ty 
G. LEVOR ¢ GOinc 
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Modern in Construction 


Comfortable all-day, 
all-wear shoes. 














UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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IN EVERY STORE ON THE 
“AVENUE” 


(fifth . . . of course) 


WAM PUM 


LEATHERS 


PATENTS APPLIED FOR 
























~ 
- 


BE 


LiL ir tet fii tt 





e 
FROM PALM BEACH 
COMES THIS oe 
appeared ina re: NEWS NOTE appeared recently 
in the Boston Globe 


cent issue of the 
New York Sun 






“Meshes are in the picture, 
particularly in the less ex- 
pensive types. In better 
gtades the new ‘Wam- 
pum’ leather, made of 
woven and _ stitched 
kid strips, is giving 
meshes some 
keen competi- 
tion.” 


















WAMPUM is a novelty 
leather material, affording a welcome 
contrast to the multitude of punched and woven 
shoe materials. Its immediate acceptance by the smart- 
est women stamps it as safe and salable in every line 
of good shoes. Wampum is available in a variety of 
color and leather combinations which must be seen . 
to be appreciated. Samples on request. Wam- 

pum is an exclusive product obtainable 

only from houses listed below. 


“ 





rit. 


THAYER FOSS ; SAMUEL SHAPIRO 
BOSTON A NEW YORK 


. 


L 
= 
4 
| 2 
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‘Lime-proven, reliable... 


are prescribed by 











The Wright Arch 
Preserver national 
advertising cam 
for Spring will tell the 
truth about foot 
health to millions of 

ers. 
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Wright Arch Preservers 


thousands of medical men 


= 
QQOQOOOOODOOQOOOOOOQOOHOOQOHOHOOHOQOOOOHOOOGOOHOHOQOOOOHOHHOODOOHODOOOOOGOOOOOOOOOOO GAA 


WENTY years ago the 
Wright Arch Preserver 
principle in shoe construction 
was an idea—nothing more. 
Today, it is recognized as the 
soundest principle ever de- 
veloped for providing natural 
support for the foot; for en- 
couraging foot health; for re- 
lieving many of the commoner 
types of foot trouble. 


Because the patented Arch Pre- 
server features have never been 
matched or duplicated, thou- 
sands of doctors, chiropodists, 
podiatrists and orthopedists 
prescribe Wright Arch Pre- 
server Shoes for patients bur- 
dened with weary, aching feet. 
Hundreds of thousands of men 
depend on them for a degree of 
foot health and comfort no- 
where else available. 


As a result, sales of Wright 
Arch Preserver Shoes have 
suffered less from the recent 
onslaught of price competition 
than those of any other high- 


priced shoe in the men’s field. 
Many retailers are making up 
on Arch Preserver sales the 
profit that has slipped away 
on low-priced volume. 


Feature shoes will come and 
go, but twenty years from 
now Wright Arch Preserver 
Shoes will still be bringing 
foot health and comfort to 
hundreds of thousands of men, 
will still be recommended by 
the majority of medical men. 
For the Wright Arch Pre- 


server is the only shoe for 


men constructed on exactly 
the treadbase nature intended 
for the human foot. 


There are a few Arch Pre- 
server franchises open to re- 
tailers interested in a time- 
proven reliable feature shoe 
which has convincingly de- 
monstrated its capacity to 
sell at a profit—in bad times 
and good. We shall welcome 
inquiries for further informa- 
tion from responsible dealers. 





CGA’ ©00O0Q0000 
OH 











a Arch Preserver Shoes 


for Men have exclusive pat- 
ented features which prevent foot 
troubles and relieve foot defects 
already acquired. 
Steel shank (1) is permanently 
anchored in correct position. De- 
signed to provide scientific support 
for long arch. Prevents flat foot 
without unnatural propping. 


Metatarsal support (2) of normal 
height and in correct position in 
every size of every style of Arch 
Preserver. No other shoe can du- 
plicate this anchored metatarsal 
support which relieves metatarsalgia 
and tension in tendons and muscles. 


Insole (3) permanently flat across 
the ball. Allows full room for the 
foot to exercise, encourages normal 
circulation in the small blood vessels 
between the metatarsals. Prevents 
Morton’s Toe and “burning sole.” 
Fitting from heel to ball (4) pro- 
vides complete support by accurate- 
ly placing the weight-bearing struc- 
ture in the corresponding portion of 
the shoe. 


E. T. WRIGHT & CO., Inc., Rockland, Massachusetts 
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Try to match these 
features in any other 
shoe at the price! 





1. The Measure Made last con- 
forms scientifically to the natural 
forward tread of the foot—does 
not, as so often happens, push 
the foot incorrectly to the out- 
side, thereby injuring and bruis- 
ing delicate tissues. 


2. Plenty of room for big and 
little toe joints, allowing the 
entire forepart of the foot to 
function normally and healthily. 


3. Sensible amount of space at 
instep. No binding to cause bad 
circulation, abrasions and pain- 
ful discomfort. 


4. No chance for Metatarsalgia 
with the metatarsal arch sup- 
ported by a contour of natural 
height. 


5. Little chance, either, for fallen 
arches with the long arch sup- 
ported by steel of tested strength. 


6. Natural forward tread is 
also encouraged by improved 
cupped heel which also eliminates 
friction callouses. 
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AFTER 3 YEARS OF 
RETAIL AND CONSUMER TESTS 


TW right & Co., Inc. 


ANNOUNCES A 


roven Feature 
EASUREMADE 


i nearly 60 years, E. T. Wright & Co. 

Inc. has specialized in the manufacture 
of fine shoes. For nearly 20 years we have 
studied the unique and difficult problems 
which confront the maker of feature shoes— 
problems of shoe construction and fitting 
beside which the problems of the manufac- 
turer of ordinary shoes pale into insignifi- 


cance. 


During this period of time, the Wright 
Arch Preserver Shoe has become known as 
the one outstanding feature shoe for men— 
the one shoe that provides exactly the tread- 
base nature intended—the one shoe most 
wholeheartedly recommended by doctors, 


chiropodists, and podiatrists. 


To help sufferers 
with small incomes 


Yet we were not satisfied. The Arch Pre- 
server principle necessitates costs which make 
the shoe prohibitive in price to hundreds of 
thousands of men who suffer from tired ach- 
ing feet. Couldn’t we, out of our vast store 
of experience, develop for these men an out- 


standing feature shoe at a price within their 
incomes? 

Three years ago we carefully developed 
our new lasts. But we did not hurry to make 
announcements and glowing promises to the 
trade. We knew too well the dangers of in- 
troducing an untried feature shoe without 
first testing it thoroughly in actual use under 
normal conditions. We had seen too many 
feature shoes get off to a glittering start, 
only to fade out completely under the wither- 
ing test of time. 


A three year test 
to prove our point 


Instead, we selected a test territory and, 
with the cooperation of the retail trade, set 
about to check the new shoes thoroughly 
from two viewpoints: the retailer’s and the 
consumer’s. This investigation has been 
carried on for three years! 


Now, after thorough tests, we can state 
two things definitely: 1. The new feature 
shoe will do exactly what we say it will 
for tired, aching feet. 2. The new feature 
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STYLED RIGHT, TOO! 


Measure Made for Foot Health is 
the best feature shoe available at the 
price, and one of the best-looking fea- 
ture shoes at any price! It is ex- 
cellently styled in seven models on 
the four fastest selling types of last. 


Shoe 


combining THE SHOE RETAILER, March 4, 1933 







for FOOT HEALTH 


shoe will sell in volume—at a good profit— 
and more important, will repeat over and 
over again. 


Now we offer a 
proven feature shoe 


Now—after three years—we make our 
announcement to the trade: Measure Made 
for Foot Health, a proven feature shoe... .. 
built to fit the foot..... designed to fit your 
needs..... priced to fit the times. 


A shoe with six outstanding comfort and 
health features never before offered in a 
shoe at its price. 


A shoe. whose unique and comfortable 
construction prevents common, annoying, 
and downright painful ailments, such ascorns, 
callouses, bunions, fallen arches, ‘weeping 
sinews,” impeded circulation, and burning 
soles. 


A shoe whose exclusive features are pos- 
sible only in Measure Made lasts. 


A shoe with all the experience and knowl- 
edge of E. T. Wright & Co. Inc. behind it. In stoc k 


Send for the complete story to r etail at 


Space prohibits our telling the complete 
story here, but we shall gladly send it to re- 
tailers who are alert to the unusual profit 
possibilities in a proven feature shoe at this — 
price. The coupon is for your convenience. 
Mail it today. E. T. Wright & Co. Inc., 


Rockland, Mass. 


MAIL THIS COUPON TODAY 





E. T. Wricut & Co. Inc., 
Rock.anp, Mass. 
I would like to hear more about the Measure Made Shoe. 


I iE irc iewunk condeaseewebe gael veeeae arene 
Seid mie wentel pale Far eummeAtOs. «os ose ce ceredececetecveccees 
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WALK:OVER SPORTS 3 


Here’s a new line of men’s Walk-Over Sport Shoes of Walk-Over guar- 


anteed quality and workmanship. . 


- backed by Walk-Over national ad- 


vertising. Eight brand new styles in stock, for profitable retailing at $5. 


@ New profits from a new market 
are waiting for you in this new line 
of Walk-Over Sports. Thousands 
of men who have always wanted 
Walk-Overs, but whose price limit 
was $5 will jump at this chance to 


wear this famous quality at this price. 

Eight fast-selling new sport pat- 
terns, including the to-be-famous 
KOOLIE perforated shoes, are now 
in stock ready for at-once delivery. 
Each is worthy in every way of the 


TO RETAIL AT 


trade mark they bear—excellent 
workmanship, genuine calf leathers, 
selected sole leather, fine grain 
leather insoles, genuine calf linings. 

Write at once for full descriptions. 
Remember these shoes will be nation- 
ally advertised. So the earlier you get 
set the less chance of missing sales. 
You can depend upon our stock de- 
partment to keep you in sizes but you 
should send your initial order now. 


WALK: OVER sans aso. E. KEITH COMPANY - CAMPELLO, BROCKTON, MASS. 
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